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of the papers of the Atlantic Coast Lists 
are the only papers published in their 


respective towns; 840 papers out of 1400, 


Ho’ is an advertiser to reach these towns 
except through these same papers? 
If it can be done otherwise, certainly the 
cost will be very great compared with half a 
cent a line per paper for transient advertising, 
or one quarter of a cent a line for 1000 lines or 


more used during the year. 


PER CENT are either the only papers 

8 in their respective towns or are pub- 

lished at county seats. They reach 

fully one-sixth of the entire reading population 

of the United States outside of large cities each 
week. 

We send catalogues and estimates upon 


application. 


Atlantic Coast Lists, 
134 Leonard Street, New York. 
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FACTS. 
‘By Wolstan Dixey. 


Facts are the foundation of good 
advertising. They are likewise the 
ground-floor and the second story. It 
will not be carrying the architectural 
simile too high or too far to say that 
advertising is the front elevation of a 
business, while everything behind and 
below that gives backing and support 
must be composed of substantial, well- 
seasoned facts. 

Mastery of these facts is the first 
business of the advertisement writer. 
His most important work is to learn 
the facts. To state them is secondary. 
The man who can see a fact, all 
around and all through—even though 
he lack the gift of tongues—will com- 
pose a better advertisement than a 
clever dealer in words who has not a 
keen natural perception of realities or 
is without the courage and industry to 
penetrate them. The gift of seeing 
things is of more consequence than the 
art of saying things. 

For this reason, a business man is 
often better able to construct his own 
advertisement than is the writer special- 
ly paid for the purpose—unless that 
writer is something more than a word- 
monger. The merchant knows what 
he has to sell. He has lived with his 
goods ; ate, drank and slept with them. 
He believes that the plainest kind of a 
say-so founded upon facts is more to 
his purpose than the most elaborate 
essay not so founded. He is right. 

The chief business of an advertise- 
ment writer is to bring to the service 
of his client more facts, or facts more 
valuable. If he bring with him also 
the art of stating these facts adroitly, 
that too is important, but not most im- 
portant. His immediate object must 


be to discover, to unearth, to extract 
and put in order, the facts of the case. 

The seller has some of these, the 
public has some, the business writer 
has some—if he knows his business. 
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He must put them all together, select 
the ones that count and make those the 


basis of his operations. This he must 
do, and do thoroughly, before giving 
one thought to the mere saying of the 
matter. 

The seller may have facts in his pos- 
session and not know it—facts that the 
public want but which he does not give 
them. Itis as if he kept a chunk of 
gold quartz on his shelves while offer- 
ing to his customers polished brass, 
He has failed to recognize the relative 
value of the facts at his command, and 
to urge those of most significance. 
That is the business of the advertise- 
ment writer—to investigate all this be- 
fore he begins to write. 

Beside discovering the gold, he must 
throw away the brass, He must detect 
the false ring in the assertions which 
have been so often handled by the 
merchant that he has come to believe 
them current coin. 

A writer on business must know the 
difference between a fact and an asser- 
tion. He must be able to distinguish 
them on sight. He must feel the 
difference in their weight and power— 
as the public feels it. He, being an 
outsider, can take due account of the 
buyer’s facts im the case—often the 
most important facts of all. And fre- 
quently the very last which the seller 
is able to see. 

The writer is a weigher and gauger, 
a tester, a taster—of the goods he 
undertakes to advertise. He is their 
critic, and if necessary, a fault-finder 
and a caviler before he will commend 
them. 

He does not begin by asking, 
‘* What good can we say of these 
goods?” but, ‘‘ What good is i# them ? 
And what bad is in them? How to 
get it out. Is there a weak point? 
We must be rid of it. What is the 
strongest point known to the seller? 
Is there not a stronger point unknown 
to him?” 

All these questions will be asked by 
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a thorough-going business writer before 
he undertakes to advertise any doubt- 
ful matter, and if it be something 
foreign to his knowledge and experi- 
ence, he will not put a word on paper 
until he has acquired such an under- 
standing of technical details as it is 
essential for the buyer to Jean upon 
before he buys. 

The principal necessity to the seller 
of a business writer's help is his faculty 
for discovering and selecting facts that 
the seller does not—and in the nature 
of the case usually cannot—see. Next 
to this comes the writer’s ability to tell 
what he knows. If he is master of 
clear, explicit diction, that arises from 
exact knowledge and mastery of facts. 
This accuracy of understanding is the 
essence of his effectiveness with the 
public. They are more than pleased 
and pursuaded—they are convinced. 

The seller considers the result, he 
may not appreciate the reason. The 
public may not realize why they are 
pursuaded, but the business writer is 
aware that if his style were merely 
words it might touch the heart but 
would never reach the pocket. His 
experience of humanity has taught him 
that its dollars respond ultimately not 
to words, but to facts. 


CHARACTERISTICS OF ADVER- 
TISING MEN, 


By W. R. Kaharl. 


‘All advertising men are cranks. 
The very nature of their business 
makes them so.” These words, com- 
ing from a fair-minded man, have set 
me to thinking, and I must agree with 
him in away. ‘The use of the word 
crank is not in the sense that an ad- 
vertising man is ‘‘off color.” It means 
that he is arbitrary, headstrong per- 
haps, mingled with a little overconfi- 
dence. And these attributes are not 
only natural but necessary. 

To be successful it is needful to be 
independent and dictatorial to a greater 
or less extent. All men seem to think 
they know all about advertising, and 
if they couldn’t write better cards than 
the most they see in the papers they 
wouldn’t write at all, etc. Hence, 
having to deal for the most part with 
men who have ideas of their own, and 
inasmuch as they are generally short- 
sighted and working—although un- 
consciously—against their own inter- 
ests, it requires an advertising man 
to be firm and consistent, although 
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time may be long in removing the 
prejudice such action brings against 
him, 

Be firm, and don’t back down. What 
is the use of being in a position unless 
you can fill it? Wee know your busi- 
ness, no one—certainly no one of less 
experience—should be allowed to in. 
terfere. If you are wrong and he is 
right, or vice -versa, time will always 
prove it to the satisfaction of both, 

Even though you may be wrong in 
one or two ideas, still the outsider has 
no license to criticise these one or two 
as if they were all a man could turn out, 
It takes time to find out an advertising 
man. You cannot size him up froma 
few of his efforts. His ideas may be 
first-class and show the results of deep 
thought, coupled with learning and ex- 
perience, and yet not be at all appreci- 
ated by the public. And again, an 
idea which he is loath to spring be- 
cause it seems too simple may meet 
with a good reception. There is no 
accounting for the tastes of the people, 
Original ideas are happy thoughts, 
You cannot sit down and think of them 
in the abstract. The brain must be 
active night and day, ready to grasp 
every opportunity, ready to turn and 
work up any and every suggestion. 

A man cannot amount to anything 
unless he has confidence in himself, 
and it is so fine a distinction to deter- 
mine when he has just enough that the 
majority have too much. Still, better 
to have too much than: too little, and 
this is the reason some.of our best men 
make foolish blunders.” ‘They get so 
confident that everything they present 
will be sure to receive a cordial recog- 
nition that they allow in their enthu- 
siasm some things to slip by them 
which intheirsober moments, I trow not, 
they would be ashamed to acknowledge 
as their own. For instance: I jad 
noticed from day to day some clever 
cards in the dailies advertising a cer- 
tain specialty. They were good, well 
written and original, arranged and set 
up artistically. Imagine my surprise 
one evening, in looking to see what 
new thing was being introduced, to 
read something like this: 

A SKUNK 
is a skunk. He is always a skunk, Why? 
Because he is a skunk, etc, 

The whole article reeked with a 
malodorous odor. He overdid himself 
that time. Again, a firm advertising 
bicycles had a cut of a man riding a 
Safety and running over an old lady, 
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with the inscription, ‘‘ Look out.” 
Bad taste. 

The advertising men represent the 
brain and energy of the country. They 
are the cleverest and the smartest class 
of men in business to-day. This is 
not theoretical; the results they have 
brought about, and their number is 
legion, is sufficient evidence to prove it. 





WITH ENGLISH ADVERTISERS. 


By T. B. Russell. 
Lonpon, Jan. 6, 1892. 

A somewhat remarkable observation 
on the English periodical press is this, 
that we are apparently incapable of 
producing a magazine of the Harper's 
and Century class, from native talent. 
We have Cassell's Magazine, which 
has a big circulation, but like all Cas- 
sell’s publications is a trifle ‘* goody.” 
The English [illustrated is a long way 
off, both in appearance, in illustration 
and in letter-press, and it accordingly 
secures nothing like the amount of ad- 
vertising which the typical American 
monthlies I have named crowd into 
their London editions. Zhe Strand 
Monthly was established a year ago, 
and was pioneered by the specific 
avowal that it was going to excel /ar- 

r’s on its own lines, at half the price 
of the latter. But to-day it is not easy 
to understand how any one who could 
afford sixpence for the Strand would 
hesitate to spring the other threepence 
to make ninepence, which is the cut 
price of Harper's. Of course the 
American monthlies do not have their 
native ads., as we get them, but they 
have a good crop of English announce- 
ments to make up for them. The 
Strand is said, however, to be success- 
ful. It is owned by George Newnes, 
M. P. (proprietor of Zit Bits), who 
has the reputation of being a success- 
ful man and is a Jarge advertiser. 

* x * * * 


Considering the faith loudly pro- 
fessed by most periodicals, on the 
value of newspaper advertising, it is 
rather remarkable that so few of our 
English publications use this means of 
extending their own popularity. Many 
weekly papers have a more or less 
elaborate system of advertising, but 
hardly any of them advertise in news- 
papers or in other periodicals. Lon- 
don weeklies, in particular, are much 
addicted to small advertising novelties, 
such as puzzles, toys, etc. The ‘“‘ pigs- 
in-clover” craze gave a start to this 
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kind of advertising. I believe the 
first periodical to take it up was a 
small weekly paper called Answers. 
The puzzle consisted of seven marbles, 
different colors: the word ‘* answers” 
was printed on the bottom of the box, 
each letter on a differently colored 
ground. The puzzle was to roll each 
marble on to its corresponding color. 
For a time profanity became very com- 
mon in this city. 
* = * 

Just now the craze is for accessory 
novelties. _The London edition of 
Texas Siftings has a ‘* Texas Siftings 
Patent Pipe” (and incidentally I may 
remark that it is a very good pipe). 
Four other papers, at least, have cigar- 
ettes named after them, and sold under 
their patronage through tobacconists. 
One has cigars, and tea, and a patent 
match-box, to which it stands god- 
father ; and in the last issue of Golden 
Gates, the weekly story paper edited 
by ‘‘John Strange Winter” (Mrs. 
Arthur Stannard), I notice an adver- 
tisement as under : 





45 PRIZE FOR INVENTORS. 





A Prize of £5 in cash is now offered to 
readers of Gotpen Gates (Winter's Week- 
ly) for the best invention of a New or Im- 
proved Game, Puzzle, or small Novelty 
suitable for sale in connection with Go_pen 
Gates. 

The successful invention (and all others 
submitted) will belong entirely to the In- 
ventor. The Editor of Gotpen Gates will 
possibly desire to enter into an a nt 
with the successful competitor to introduce 
his or her invention to the public in connec- 
tion with the per, in which case the 
profits of the Inventor would doubtless be 
very considerable. 











Here is a chance for some ingenious 
American, perhaps. 
# # * * * 

The insurance dodge is getting 
played very low down indeed. When 
a small French paper originated this 
idea, some years ago, and 7% Sits, 
London, copied it, offering a railway 
insurance of £100 to any one who car- 
ried a copy of the paper, the plan was 
thought very ingenious, and it proved 
a great success. But, nowadays, it is 
rather a distinction for a penny weekly 
not to insure readers. The bearing of 
this on advertising is not very obvious, 
but it is real all the same. To save 
carrying the paper about, many of 
these periodicals Cosa snippet-sheets 
of the 7% Bits class) print a coupon, 
which only needs to be signed in pen- 
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cil, to serve, just as well as the entire 
paper, the purpose of an insurance 
ticket. A sight which you may see 
half a dozen times a day at any rail- 
way station, is that of a man buying a 
paper at the book-stall, tearing off the 
coupon, writing his name on it and 
throwing the rest of the paper away. 
What is the value of advertising space 
in papers whose circulation is of this 
class? Here is one of the cases in 
which the most unimpeachable guar- 
antee of circulation would be decep- 
tive. 
* s * * 


And this phrase -‘ guarantee of cir- 
culation” reminds me that we are just 
passing through the phase of the cir- 
culation question, which, thanks to 
the American Newspaper Directory, 
America has been fortunate enough to 
get over. The editor of Kame, Lon- 
don, has been trying to get some of 
the best country papers to state circu- 
lation, and he tells me that, like the 
men in the parable, ‘‘ they all with one 
accord began to make excuse.” And 
the excuse is the old cne—that to quote 
circulation gives the palm to the big- 
gest liar. The respectable papers won't 
enter into a lying contest; they are 
afraid to tell the truth because of the 
hard lying which they rather gratui- 
tously predict in other quarters. So 
they say nothing. Meantime, the cir- 
culation liar is at least as chary of sign- 
ing his fictions here as his American 
cousin. But at present the other peo- 
ple cannot be got to see that. 

* * o * * 


N. W. Ayer & Son seem, by recent 
utterances, to claim a monopoly of 
type set on the slant. One wonders, 
therefore, whether the following is to 
be classed with ‘‘the Philadelphia 
idea” : 





led by the Medica! Profession. 


Ask your Grocer or 
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* * * * * 


I think the following head-lines are 
familiar in America, but they are only 
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beginning to make their way around 
here : 





“You can Fool all the People some of 
the Time, and some of the People all the 
Time, but you can't Fool all the People all 
the Time.” —Presipent Linco.n. 


R°YAL EGG MACARONI 


1S DELICIOUS WITH 
.STEWED FRUIT, PUDDINGS, SOUPs, 
and a BONBOUCHE with CHEFSE. 











Piacecthteaditisint ants: 
BETTER ADVERTISING CUTS 
WANTED. 


‘By W. E. Carson. 


A branch of advertising which has 
thus far been overlooked by the ma- 
jority of ‘‘expert” writers is to be 
found in those display cuts which pre- 
tend to show the business establish- 
ments of advertisers and accompanying 
street scenes. . 

To any one blessed with a sense of 
humor, ‘many of these afford a good 
deal of amusement. 

It is safe to say that in at least 
ninety-nine out of every hundred of 
these pictures there can be found a 
man riding a galloping horse, two men 
pointing in amazement at the adver- 
tiser’s building, while several boys run, 
apparently to discover the cause. Such 
scenes are common in these fearful and 
wonderfully made illustrations, I hav- 
ing seen them in French, German and 
Italian advertising matter. 

Another peculiarity of these illus- 
trations is that the men and women 
represented in them always appear in 
costumes of half a century ago, which 
certainly shows a lack of wisdom on 
the part of the advertisers who, of 
course, claim to be ‘‘abreast of the 
times.” 

A representative picture of this class 
is before me now. It is supposed to 
correctly represent a business house in 
Philadelphia. If actually correct, it 
would be a fit object for exhibition at 
the World’s Fair as an example of the 
strange phenomena to be seen in the 
Pennsylvanian metropolis. 

Four sides of the building are shown 
—an optical impossibility to all who 
are not possessors of the marvelous 
range of vision described by Sam 
Weller. The street itself—regardless 
of perspective—ascends heavenward 
until it terminates in an abrupt point, 
which must make it about as difficult of 
entrance as for the proverbial camel to 
squeeze through the needle’s eye. 




















The citizens depicted in the sketch 
are certainly a curious lot. One can 
well believe that Philadelphia is en- 
titled to the name of ‘‘City of Bro- 
therly Love ” on looking at them. Each 
one is cordially shaking hands with the 
other, or bowing and scraping in a 
manner pleasant to behold, thus con- 
veying the idea that the millenium has 
commenced in Philadelphia. The artist 
has also inaugurated a new system of 
etiquette—solid citizens are seen mak- 
ing deep obeisance to each other with 
hats removed. 

There is, of course, the usual gal- 
loping horse and excited rider. But, 
strangest of all, a messenger boy is 
portrayed running—rushing wildly 
across the widest part of the street; 
and small wonder, for right at his heels 
comes a mammoth wagon, which, ac- 
cording to perspective rules, is twice as 
high as some of the neighboring build- 
ings. From this immense structure, 
pulled along by two gigantic horses at 
a gallop, the unfortunate lad endeavors 
toescape. The wagon, however, bears 
the name of the advertiser, which may, 
perhaps, account for its great size. The 
tout ensemble is completed by the addi- 
tion of two excited men, who point 
with their walking-sticks at the adver- 
tiser’s building, in the manner of New 
York building inspectors making their 
rounds. If these are the Philadelphia 
officials, the fate of at least one struct- 
ure is sealed. 

Taking a more serious view of the 
matter, there is certainly an excellent 
opportunity here for the display of 
some originality. In the place of an- 
tiquated cuts, which libel a man’s busi- 
ness, should be substituted a bright, 
pleasing picture, containing a striking 
advertisement, which will attract atten- 
tion and do good. If cuts showing a 
place of business must be used, the 
monstrosities which have been described 
should no longer be allowed to disgrace 
the columns of a respectable publica- 
tion, 
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PRINTERS’ INK will pay $250 for the 
best and $50 each for the five next best 
articles cut from some American news- 
paper and sent to the editor of PrinT- 
ERS’ INK in a sealed postpaid envelope, 
dealing with the question of what con- 
stitutes a subscriber to a newspaper, 
what is a proper interpretation of the 
existing law on the subject, and what 
changes, if any, should be made in the 
existing law, 
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RICHARD MANSFIELD AND THE 
BILL-BOARD. 


By S. W. Hoke. 


“Ts the theatre under any obliga- 
tion to the newspaper for its gener- 
osity in the way of editorial notices ?” 
is a question that enters into the dis- 
cussion of abolishing the window litho- 
graph and the bill-board in favor of 
the advertising columns of the press, 
These notices are freely given to the 
theatres, while other advertisers, even 
heavy ones, can not get them without 
the customary dollar a line. 

Some managers, however, believe 
that the newspaper is not actuated 
wholly by generosity in giving these 
notices, as there is a distinct demand 
for them from its readers. So strong 
is this demand that I have heard people 
declare they should drop the Chicago 
Herald because it never prints a line 
about McVicker’s Theatre or any at- 
traction playing there, and as a con- 
sequence they are compelled to buy 
another paper to get the news. 

The publisher of the Hera/d claims 
to have good reasons for refusing to 
allow the name of McVicker, or any 
one connected with him, to appear ia 
its columns, but the Herald's readers 
whose opinions I have heard claim that 
as a first-class newspaper it should 
tise above any personal differences and 
give its readers the news. 

The above is suggested by PRINT- 
ERS’ INK's comments in New Year's 
issue, on Mr. Richard Mansfield’s 
alleged intention of boycotting the 
bill-board and lithograph. This al- 
leged intention seems to be only an 
alleged intention, as Mr. Mansfield, 
who is to appear in Chicago next 
week, is heralded by as many ‘‘ gaudy” 
lithos in ‘‘ third-class store” windows, 
and as many three-sheet and thirty-five- 
sheet bills on the bill-boards as ever. 

PRINTERS’ INK makes a point that is 
all right sofar as it goes: ‘‘ The man 
who wants to select a theatre at which 
to pass an enjoyable evening does not 
go out and consult all the bill-boards 
and dead walls in the neighborhood ; 
he takes up his favorite newspaper and 
scans its advertisement columns.” 

But it does not state that after scan- 
ning its advertising columns he finally 
concludes to go to the show whose 
“‘gaudy” lithos had previously pro- 
duced the best impression on his mind, 
and that he examines the newspapers 
merely to refresh his memory as to 
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where his favorite attraction is to. be 
found. 

As one evjdence of what the bill- 
board will do, Jacob Litt’s *‘ Yon Yon- 
son” played an engagement at the 
Grand Opera House, Chicago, last 
August, to the largest business of the 
season, the closing night netting 
$1,653.75 from an audience of 2,270 
people, being the largest receipts at 
the prices ever played to at this house. 
The newspapers unanimously con- 
demned the play, which was new and 
previously unheard of, but it was billed 
almost equal to a circus. 

As I have said before in the columns 
of Printers’ INK, the duty of an 
advertisement is as much to create a 
desire as to point out where a demand 
can be supplied. Were this not the 
case the name and address in a city 
directory would be all the advertising 
any staple business house would re- 
quire. This is a point which many 
advertisers fail to consider. 








ADVERTISERS AND THEIR CURI- 
OUS WHIMS. 


From Cassell’s Saturday Journal. 


The devices and whims of advertisers 
appear to be well-nigh endless in their 
variety. Thisis not only the case with 
regard to what we may term advertise- 
ments of the spectacular order, for any 
one who cares to scan the advertising 
columns of newspapers with a curious 
eye will now and then be rewarded by 
the discovery of more or less amusing 
statements. Only the other day, for 
example, a London gentleman adver- 
tised that a night or two previously he 
either dropped or left in an omnibus 
in a certain district a bundle of manu- 
scripts, which, as he plaintively goes 
on to explain, ‘‘ will be useless to any 
One but the owner.” While comment- 
ing on this loss, a provincial paper 
made the perhaps apposite remark that 
“this is often the case with such 
bundles, though the admission is not 
always made.” 

Naive advertisements of a similar 
character are not uncommon. Some 
months ago an enterprising hotel- 
keeper in a northern county offered an 
inducement, particularly addressed to 
invalids, to visit his establishment. 

~His advertisement, after summing up 
the various attractions, concluded thus: 
** Ample bed accommodation. Posting 
in all its branches. Hearse kept.” For 
quite different reasons, the following 


advertisement of a Scandinavian hotel 
is also diverting: ‘‘ I make recommen. 
dation to the honored travelers for short 
or prolonged stays in my renovated 
hotel, which presents splendid sport- 
ings at reasonable prices after bears, 
elks, foxes, ptarmigans, blackgamets 
and capercails, besides salmons, charrs, 
and trouts for the fishing, with easy 
access of a few kilometres. Hermetical 
provisions-and champagne. English- 
speaking maid, and a good piano for 
travelers’ use. Bathes and good beds 
according to American style. Croquet 
ground and fine garden with skittele.” 
In this case, no doubt, the “‘ skittele” 
would be considered a prime attraction 
by the advertiser. 

Not long since, a Lancashire furrier 
announced to ‘‘those ladies who wish 
to have a really genuine article, that he 
will be happy to make them muffs, 
boas, etc., of their own skins” ; while a 
Border newspaper, last spring, had the 
advertisement: ‘‘ Wanted at the present 
time, or at the May term, a servant for 
farm-house, to work outside in.” It 
must be borne in mind that although 
this reads rather curiously, it would be 
perfectly intelligible to the class to 
whom it was addressed, for it is usual 
in the Border counties to engage female 
servants who divide their energies be- 
tween domestic and field labor; or, as 
the advertiser tersely put it, work ‘‘out- 
side in.” 

Quite intelligent to every one, too, is 
the following, which lately appeared in 
a leading London daily, and displays 
feminine ideas of gratitude in, to say 
the least, a somewhat startling light : 
‘*If the gentleman who lent a black 
mackintosh to a lady, who got wet at 
Henley on Tuesday last, will apply to 
the housekeeper at 15, W—, E. C., he 
can have it by paying the cost of this 
advertisement.” 

Of a different species, again, was 
the advertisement of Mr. William 
Thomas Twaddle, who not long ago 
announced in the 7imes that hence- 
forward he is to be known as Tweedale. 
In connection with this remarkable 
change, some wag said that there had 
been “‘no transformation more artistic 
since Thackeray invented the legend 
of Mr. Abraham Bugg, who assumed 
the name of Norfolk Howard.’ An- 
other wag, observing that a tradesman 
who had removed from Ludgate Hill 
to Fleet street, set forth the fact in the 
terms, “‘I. Fell from Ludgate Hill,” 
rather spoiled the effect of the notice 
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writing underneath, ‘‘Ah, what a 
fall was there, my countrymen !” 
Strange notices of a kindred sort may 
. gometimes be seen in the neighborhood 
of the docks, such as, for instance, 
” *Gailors’ vitals cooked here” ; or ‘* This 
coffee room removed upstairs till re- 
” In a northern city, again, a 
d was extensively posted, an- 
_ nouncing the opening of the Theatre 
Royal ‘“‘under the management of 
Miss G——, newly decorated and 
painted.” 

A well-known sporting paper re- 
cently had the following advertisement: 
“Mr. R wants some friend to give 
him a small bulldog with a smile, for a 
house pet. To be sent for inspection,” 
etc. We confess to be in total ignor- 
ance as to the technical significance of 
the ‘‘smile” in the above announce- 
ment; but in reference to the matter 
Punch said: ‘‘ It is to be hoped that 
the advertiser will not get an animal 
that (to quote from Hamlet) ‘ may smile 
and simile and be a villain!’” An- 
Other paper of the same class had the 
notice of a birth: ‘‘ RosEBUD.—At 32, 
—, S. W., on July 6, the wife of 
John William Rose, of a daughter.” 

Hibernian papers, as might perhaps 
be expected, occasionally contain curi- 
Ous matter in the form of advertise- 
ments. One Dublin merchant adver- 
tises that he has “‘ still on hand a small 

ntity of the whiskey which was 
Bank by George IV. when in Ireland ” ; 
while another says: ‘‘ Ladies wishing 
cheap shoes will do well to call soon, 
as they will not last long’ ; and perhaps 
it may have been a Hibernian tailor 
who, during the Exhibition in Paris, 
posted in his window the notice: 
‘Don’t go somewhere else to be swin- 
died ; walk inside.” There’ is a street 
in Dublin, near Christ Church Cathe- 
- dral, called ‘‘ Hell.” Burns refers to 
it in the words, ‘‘ And that’s as true as 
the devil’s in hell or Dublin city.” An 
advertisement in one of the local pa- 
= lately alluded to it ingenuously as 
‘ollows: ‘‘ Lodgings in Hell. Well 
suited for lawyers. Apply to Mrs. 
Fitzpatrick,” etc. 

Advertisements of a purely business 
kind are often curious. The following 
was inserted in a Glasgow paper: 

“James H continues to sell bury- 
__ing crapes ready made ; and his wife’s 

niece dresses dead as at as cheap 
_ @ rate as was formerly done by her 
aunt, having not only been educated 
by her, but perfected in London, from 








PRINTERS’ INK. 


1at 


whence she has lately arrived, with all 
the newest and best fashions for the 
dead.” 

A remarkable advertisement, too, 
was recently issued from certain boot 
stories in Whitechapel. The contents, 
among other things, have: ‘‘ Barnum 
put in the shade by S——. 150 kanga- 
roos from Australia, 15 Ceylon elks, 
20 cobra di capella snakes (beautifully 
marked), 220 large seals, lions, tigers, 
etc., 500 Arabian horses.” This list 
is followed by the words: ‘‘*The skins 
of all the above animals are cut up 
every day into boots and shoes by 
S—— ” 


The advertising whims of our Amer- 
ican cousins are frequently diverting. 
A Chicago tradesman, anuoyed at the 
indifference of the public to his circu- 
lars, hit upon a very ingenious way of 
insuring, at least, the removal of the 
wrapper. Neatly printed in one corner 
were the words: ‘*Court Summons.” 
This reminds us of an American paper 
that let one publishing day pass with- 
out producing any issue. In the next 
number the editor thus explained mat- 
ters: ‘*Our presence having been re- 
quired at the Court of Summary Juris- 
diction, we were prevented from pub- 
lishing the paper on the 4th inst.” 

In the way of what we termed spec- 
tacular advertisements, too, much 
enterprise is brought into play in the 
United States. A shoemaker in Leav- 
enworth, for instance, secured the con- 
sent of a couple about to be married to 
have the ceremony carried out in his 
shop window; and he agreed to pro- 
vide the contracting parties with their 
shoes for the next five years for the 
exhibition. Unfortunately for the suc- 
cess of the advertisement, at the last 
moment the bride *‘ weakened” (says 
the contemporary account), and in- 
sisted on being married elsewhere. 

The bleaching of red noses is, it ap- 
pears, a distinct line of business in 
America, There is an individual in 
Brooklyn who advertises: ‘* Red noses 
bleached while you wait. Permanent 
and sure.” A large manufacturer in 
New York, again, has hit upon a novel 
plan of advertising his make of corsets. 
He has engaged five handsome young 
women, who are to go about the coun- 
try wearing fashionable clothing, travel- 
ing in drawing-room cars and carria 
with liveried coachmen. LEach lady is 
under a contract to travel 10,000 miles ; 
and she will visit all the principal 
towns in the territory assigned to her, 
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giving daily lectures and exhibitions to 
women. The lecture has been care- 
fully prepared; it includes, among 
other things, quotations from medical 
authorities, with a view to prove that 
corsets are conducive to good health. 


‘OUGHT TO BE KILLED.” 


“They ought all to be killed and we are 
‘oing to kill them if we can.’’ These words 
fell | adh the lips of a gentleman whom we 
cannot quote. Retheon, however, they will be 
recalled when in the not distant future the 
Post-Office Department takes executive action 
regarding alleged magazines which are nothing 
more or less than the circulars of the concerns 
which publish them.—Pra/. Ad., Boston. 


For the purpose of conveying inter- 
esting information to those who may 
be similarly situated, we have decided 
to present in PRINTERS’ INK the de- 
tails, step by step, of the negotiation 
pending the decision by the Post-Office 
Department at Washington of the ques- 
tion whether PRINTERS’ INK is or is 
not entitled to admission to the mails 
as second-class matter. 

The first communication received by 
the publishers of PRINTERS’ INK was 
as follows: 


Post-Orrice, New York, N. Y., Execu- 
tive Division, Department of Records 
and Correspondence, Jan. 9, 1892. ‘ 

Messrs. Geo. 12 Rowell & Co.,10 Spruce 
Street, New York: 

GENTLEMEN—I have to inform you that 
this office isin receipt of a communication 
from the Third Assistant Postmaster-General 
at Washington, directing that the certificate 
of entry issued to you admitting Printers’ 
Ink to the mails at second-class rates of post- 
age be canceled. 

You will therefore be required to pay post- 
age at third-class rates, one cent for each 
two ounces or fraction thereof on all copies of 
this publication hereafter presented for mail- 
ing at this office. Very respectfully, 

Van Corr, Postmaster, 
per J. Gaylor, Ass’t P, M. 

The paper received by the New 
York Post-Office from Washington was 
as follows : 

Post-Orrice DePARTMENT, ) 
Office Third Ass’t Postmaster-Gen., 
WASHINGTON, Jan, 8, 1892. f 

Postmaster. N. Y.: 

Sir — Printers’ Inx, published in your 
city by Geo, P. Rowell & &o.. was originally 
adinitted to the second class of mail matter 
on what was supposed to be a legitimate list 
of subscribers, bee its circulation was subse- 

uently found to be mainly gratuitous, and 
the certificate of entry was accordingly can- 
celed. 

Afterwards a subscription list. averred to 

bona-fide and paid for by customers of 
the paper at the regular rates and by them 
circulated among their patrons, was presented 
to the Department, and while some uncer- 
tainty existed as tu the leyitimate results of 
this method of securing a circulation, the 
publishers were given the benefit of the 
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doubt and the paper was again admitted 
the second class, ” 
It now appears, from evidence in 
sion of this office, that the publishers have 
broadened their plan of securing alleged sub- 
scriptions by placing at the disposal of all 
yearly advertisers subscriptions to the paper 
of the nominal value of the charge fur adver- 
tisements inserted. In view of these facts, 
the Assistant Attorney-General for the De- 
partment, after a full and careful examina- 
tion of the case, has rendered an opinion 
that the publication is not entitled to the 
privileges of second-class mail matter, and 
you are therefore instructed to cancel the 
certificate of entry heretofore authorized, and 
to require postage at the third-class rate on 
all copies hereafter presented for mailing at 
your office. Very respectfully, 
A. D. Hazen, 
Third Ass’t Postmaster-General. 


The next communication received 
from Washington by the New York 
postmaster was as follows : 

WasuincTon, D. C., Jan. 11, 1892. 
Postmaster, New York: 
May mail Printers’ Ink as second-class 
matter on deposit of third-class postage. 
A. D. Hazen, 
Third Assistant P. M.-Gen’l. 
2.15 P.M. 


About the same time that the last 
communication was received at the 
Post-Office, the publishers of Print- 
ERS’ INK received the following : 


House or ReprEsENTATIVES, U. S., 
WasuincrTon, D. C., Jan. 11, 1892. § 
I will go to the Post-Office Department and 
see what can be done. 
Yours truly, 
Amos J, Cummincs, 


The publishers of Printers’ INK 
about this time sent the following letter 
to General Hazen : 


New York, Jan, 12, 1892. 
Hon. A. D. Hazen, Third Assistant Post. 
master-General, Washington, D.C. 
Dear Str— Among the advertisers in 
Printers’ InK who have become entitled to 
650 paid subscriptions in consideration of an 
order for advertising amounting to $1,300 is 
Mr. Roy V. Somerville, special’ agent in New 
York for a list of preferred Canadian papers. 
With a view a using these subscriptions 
profitably, Mr. Somerville inserted the adver- 
tisement in Printers’ Ink in the issue of 
January 13, which is attached to this sheet : 
THE ADVERTISEMENT. 
Every druggist in Canada doing business in 
a town or city of 2,000 inhabitants and over, 
who will cut out this'ent7re advertisement and 
mail it to me before the rst of February next, 
with the blanks below clearly and neatly filled 
in with an unbiased opinion (based on business, 
not political, reasons), as to the very best 
paper or papers in his town or city for adver- 
tisers to use to reach the most and the best 
customers, will have sent to him for the bal- 
ance of 1892 one copy each week of PrinTERs’ 
INK (subscription $1 per year), entirely at my 
expense. Give two papers in each class where 
more than two are published, but ome only 
where there are du? two. Do not write let- 
ters, simply fill in the blanks provided. 
Roy V. SomeRvVILLE, 
Special agent for ‘‘ Preferred Canadian Pa- 
pers,” Times Building, New York. 
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Will you kindly inform us whether, in your 
opinion, the subscriber Mr. Somerville obtains 
will not have paid for his subscription to 
Printers’ INK in a way that will be a reason- 
able equivalent to paying the subscription 
price? Whether such will not be in fact a 
bona-fide subscriber to Printers’ INK—such 


as may be properly added to the subscription 
list without doing violence to any existing 
law? We intend inviting a pretty free discus- 
sion in the newspapers of the country of the 

uestion: ‘*What Constitutes a Bona-Fide 
Subscriber ?”’ and this letter is written with a 
view of being reproduced in the pages of 
Printers’ Ink, together with your reply. 

Trusting that you will favor us, we are your 
obedient servants, 

Gro. P. Rowe. & Co. 


In due course the following reply 
was received : 


Post-Orrice D&PARTMENT, 
Office of the Third Assistant Posmaster 
yeneral, 
WasuincrTon, D. C., January 13th, 1892. 


Messrs. Geo. P. Rowell & Co., New York: 


GEenTLEMEN—Yours of the rath inst., relat- 
ing to the status of certain alleged subscribers 
to Printers’ INK is at hand. 

In reply, I beg leave to state that as the 
question submitted is involved in the case of 
Printers’ Ink—recently excluded from the 
second class of mail matter, under an opinion 
of the law officer of this Department—it is 
thought proper to file your letter with the 
other papers, and when your attorney, Judge 
Carpenter, appears before the Department, as 
proposed, the matter will be carefully consid- 
ered. Very respectfully, 

(Signed) A. D. Hazen, 
Third Assistant Postmaster General. 
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On Monday, January roth, Philip 
Carpenter, Esq., counselor at law, of 
the Potter Building, 38 Park row, New 
York, appeared at the office of the 
Third Assistant Postmaster-General, 
where he had a pleasant interview with 
General Hazen, who, however, did not 
seem to have the PRINTERS’ INK case 
very much on his mind, and Mr.: Car- 
penter was turned over to Mr. Haines, 
who sustains relations with Assistant 
Attorney General Tyner, and also to a 
Mr. Fountain, who appears to be a 
sort of confidential clerk of Mr. 
Hazen. Mr. Fountain had the papers 
having a bearing on the PRINTERS’ INK 
case. 

There was a long discussion with 
Messrs. Haines and Fountain. They 
seemed to have the entire matter fully 
in mind, but were at first disposed to 
discuss other questions than the one 
directly raised by Mr. Hazen in his 
letter to the New York Postmaster, 
and to re-open questions that had 
once been settled; for instance, that 
PRINTERS’ INK was an advertising 
scheme of its publishers, and Mr. 
Fountain raised a point that a paper 
designed primarily for advertising pur- 
poses must ndt be circulated through 
the mails, and that a paper might 
be considered as primarily designed 
for advertising purposes, even if it 
did not contain any advertisement of 
the publishers of the paper. It was 
finally settled, however, that old 
questions would not now be gone 
into. 

What Messrs. Haines and Fountain 
want at this stage is to know whether, 
if ever, before November last the pub- 
lishers of PRINTERS’ INK had announced 
thatadvertisers who sent in yearly orders 
should be entitled to receive subscrip- 
tions to one-half of the amount of the 
advertising order as a sort of premium 
on thesame. Next, they want to know 
just how the circulation of PRINTERS’ 
INK is made up. They asked how 
large the exchange list was. To this 
Mr. Carpenter responded that he be- 
lieved PRINTERS’ INK was sent as an 
exchange to the entire list of news- 
papers in the United States and Can- 
ada. Mr. Fountain, who seemed to be 
familiar with the business, said that 
probably the publishers of PRINTERS’ 
Ink would get all those papers anyway 
in their advertising business, It ap- 
pears that a construction of the law is 
current to the effect that an exchange 
list must not be disproportional to the 
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rest of the subscription list. 
itself is silent on the subject. 

General Hazen informed Mr. Car- 
penter that the original order refusing 
PRINTERS’ INK admission as second- 
class matter was submitted to Post- 
master-General Wanamaker and had 
his approval. 

It did not appear that the Post- 
Office Department was entirely confi- 
dent that they were right in their con- 
clusions, and Mr. Carpenter did not 
learn what was the reason that pre- 
vailed for embarrassing the publishers 
of PRINTERS’ INK while the Depart- 
ment should pursue the investigations 
necessary to enable it to arrive at a 
proper conclusion. 

a SS 
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Correspondence. 


A STATEMENT FROM 
BAKING POWDE 


The law 





THE PRICE 
R CO. 


Price Baxinc Powper Co., 
Advertising Department, - 
CuHIcAco, a. 15, 1892. } 
Editor of Printers’ Ink: 

We have before us a copy of your issue of 
Dec. 30th, containing a communication enti- 
tled, *‘ The Baking Powder Advertising War.”’ 
We cannot say what the ethics of publishers 
would decree under the conditions cited by 
your correspondent, but we think the follow- 
ing statement of facts will throw more light 
on the subject. 

Notwithstanding assertions to the contrary, 
all, with the exception of about one per cent 
of the publishers with whom we negotiated, 
accepted our matter, which would indicate 
that publishers are, as a body, live business 
men who are conducting their papers as busi- 
ness enterprises, and that they regard the 
mere news columns as legitimate a field for 
producing revenue as the regular advertising 
columns, when the matter is vouched for by 
responsible parties ana is neither libelous, 
scandalous, nor perpetrates a {fraud upon the 
public. 

The whole story is not told in your cor- 
respondent’s letter. Jn order to give the main 
facts and avoid personalities, the following 
illustration which is an exactly parallel case, 
will serve : 

The Bryce and the Boyle are two baking 
powder companies, both admitted to be thor- 
oughly responsible for any statements the 
may make. The Bryce is a pure cream-of- 
tartar powder, the Boyle contains ammonia, 
presumably introduced to lessen the cost of 
production, its use being concealed from the 
public. To increase its trade at the expense 
of itscompetitor and to support its fictitious 
claims of absolute purity, the Boyle publishes 
in newspapers fabricated and garbled certifi- 
cates, comparisons and tests, both in the ad- 
vertising columns and as pure reading, inti- 
mating and charging that the Bryce and all 
other powders, except the Boyle, contained in- 
jurious and poisonous ingredients. These 
certificates attack the Bryce, both by name 
and by inference. Some of their certificates 
are signed by so-called ‘* Government Chem- 
ists’’ (?) who have gained notoriety through- 
out the country through the advertising col- 
umns of the papers: while to others are 
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attached, without the authority of the owner: 
the names of really minent chemists. It 
becomes clear to the Bryce Company that if 
such insidious statements are allowed to go un- 
refuted their own advertising will be valueless 
to them and they will lose trade; so in their 
adver.ising matter they show up the fraudu- 
lent nature of the certificates in question, and 
point out that the powder of the rival concern 
contains ammonia, The Boyle follow with 
their advertising wherever the Bryce leads. 

As the Boyle publishes * pure reading ” 
articles extolling the virtues of an ammonia 
diet, the Bryce Company contend that if 
ammonia in baking powder is healthful, then 
the Bryce Company are doing for the Boyle 
what they should be glad to do for them. 
selves, ~ they call attention to ammonia 
being an ingredient of the Boyle baking 
powder. 

Boards of health, legislatures and other offi- 
cial bodies take up the subject of adulteration 
of baking powder, demonstrating that the 
Boyle, among others, contains ammonia, an 
ingredient which physicians are practically 

i in cond ing as a constituent of 
baking powder, no matter how small the quan- 
tity. The Boyle's efforts to contend against 
this entail the expenditure of an unusual 
amount of money and energy. Publishers are 
constantly harassed by tomes of correspond- 
ence from the Boyle, breathing a most sophis- 
cated theory of ethics to justify complaints as 
to the great wrong perpetrated upon them by 
papers in allowing those whom they formerly 
attacked unjustly to strike back. They be- 
come suddenly anxious to withdraw from a 
losing fight and endeavor to make contracts 
with publishers, preventing mention of their 
name in the papers, except in their own ad- 
vertisements. 

The Bryce Company send out a circular 
which is designed to enable those newspapers 
with whom they have not yet opened negotia- 
tions, but hope to do business, to avoid mak- 
ing such a contract, if they wish to carry the 
Bryce advertising, as several publishers un- 
wittingly signed the contract before being 
offered Bryce matter. 

The above only briefly states the situat‘on, 
Would one not naturally conclude that such a 
contract was offered by the opposition to 
avoid spending money in trying to sustain 
themselves by advertising in those papers 
which they had induced to refuse the Bryce 
matter?, And even if alargely increased con- 
tract was offered in isolated cases, would not 
a live publisher assume it was done to create 
an anta;sonism between the paper and the ad- 
vertiser thus barred out, and that eventually 
he would be carrying a very small “ad” 
for one company only, if he carried any atall? 
Would not such a contract have atendency to 
bind the papers to silence where official bodies 
take action? Does any responsible man be- 
lieve that the Bryce Company would have been 
allowed to publish what they have month after 
month, without the aggrieved party seeking 
legal redress and publishing ilable proof 
of the falsity of the charges, unless the state- 
ment were true? Of course, in a case of this 
kind, general denials might be expected. Does 
any publisher think it fair for advertisers to 
ask a paper to help them conceal their mis- 
representations and to assist them in retaining 
both the trade and profit obtained by attack- 
ing their competitors unjustly, on the ground 
that they have paid the publishers for adver- 
tising in the past some part of the profits the 
papers helped them to make? If one adver- 
tiser is allowed to publish as ‘* pure reading,” 
statements which can be proven to be falla- 
cious, should not another responsible adver- 


























tiser be permitted to publish also as pure read- 
statements which are vouched for as true ? 
e stand ready at any time to substantiate 
any statement we make, and if we publish 
anything that is not true, those who feel in- 
jured have recourse upon us. Yours — 
Price Bakinc PowpEr 





ARE LARGE ADVERTISERS EN- 
TITLED TO THE AGENTS’ 
COMMISSION ? 


From Mr. Cyrus H. K. Curtis, pub- 


lisher of the Ladies’ Home Journal, we. 


have the following letter, addressed to 
him by the Royal Baking Powder Co, 
Mr. Curtis states that the only reason 
this house does not advertise with him 
is that he refuses to give them the ten 
per cent commission he allows adver- 
tising agents. The letter of the Royal 
Baking Powder Co. plainly intimates 
that all the high class papers in which 
their advertisements appear accede to 
their demand for a commission equal 
to that given to the middleman. We P© 
give the letter below in full : 


Roya. BakinG PowpeEr, 
106 WALL STREET, 
New York, Oct. 2, wee ‘ 
Ladies’ rien } spat Mr. C. H.&. Curtis, 
tla., Pa 

You have now acknowledged that what we 
have been saying to you so many times is true : 
that you have a lower price for others than 
you have given to us. e do not see why you 
should have been deceiving yourself so long care 
with the belief that we did not know that you 
had these two rates. 

We do all our advertising direct. We are 
making no contracts and are not going to make 
any with publishers who do not treat us as well 
as they treat other parties who send out no 
larger amount of advertising than we do. Our 
advertising department is an advertising agency 
in every sense of the word except name. There 
are but two advertising agents—perhaps three 
—in the United States who do a larger’ busi- 
ness with the newspapers than we do. We 
have established our advertising bureau, or 
agency if you so choose to designate it, for the 
purpose sleoniey in direct contact with the 
papers; and we use the commissions which 
publishers generally give to agents, and in- 
variably give to us, to pay a portion of the ex- 
pense of such department. here is no other 
advertiser in the United States who does a 
business like ours. All of them use pay 
or third parties for the larger part of their 
business, Our position being unique among 
advertisers, a discount to us would not in an 
way interfere with a newspaper's business wit 
other advertising. We are, however, in reality 
an advertising agent, so far as it is necessary 
to make us entitled to all discounts and allow- 
ances usually made to the ordinary advertising 
agent. We are using some 7,000 newspapers, 
including the best in the country, many of 
which give agent’s discount to no other adver- 
tiser but ourselves. Ad/ the large papers 
of this city, Philadelphia, Boston; ali the 
magazines; the high class ladies’ journals 
and papers of general circulation, such as 
Harper's publications, Youth's Companion, 


etc., etc., recognize usin every respect as if 


we were an agent in so far as rates are 
concerned. 
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We could not Geviate from our rule, because 
that would destroy our arrangement with so 
many hundreds of papers ; and however much 
you might desire our business, or we might 
desire to place it with you, it will be useless 
for you to further solicit it until you are will- 
ing to treat us as well as you treat other parties 
who send bow large amounts of work, or as we 
are treated by the highest class of papers in 
the country. Very respectfully, 

Roya Bakxinc Powper. 





WANTS. 
Advertisements under this head 50 cents a line 


ANTED—NO VELTIES to sell through agents. 
W éhiae & CO., Washington, D. C. 


Wa 3 Pater i ai Lncatrene 


ANTED, Results. ame) 's "s ** 200,000 
Wa ee Bldg, N.Y. 
Ye should ale oe our aa on recon Cata- 

ed free. GRIF- 
FITH, 5 TELL “ CADY CO., Holyoke, Mass. 
Petts pany L ‘advertising § Goxiguer and man- 
4 ager is open for position whole or time. 
Highest references. ‘*CASH4U,” » Prin ’ Ink. 


Siretiable advertising ager agent, well known J 
reliable, wants to peopl 


riodical. “‘ RELIABLE,” Printers’ ink. 
A SUCCESSFUL Scone wiionme Jeman wishes 
to open ve gece and 
lating first-c GAZINE,” care 
J ie SCARBORO, 8 for Peck’s Sun, seeks 
J channels through which he may pour his pons, 
leasantry at so much per ripple. Box 6%, 
m W., Brooklyn. 
- business and — wapeger ofa 
i ww pet a simi- 


fretrate we wi 


= = 
mon a pmogige A * address * * EARN. 


ANTED—Large adverti advertiser or agney ee 
newspaper can secure ofa 
ager for adv: de _——- who has had 
ten years ‘ul —— ce covering all 
branches of the Advertising ple business. 
Address “ HEYWARD,” Ink. 


Meee for country office. Must 
job printer and able to write 
Re —— er: 


some for paper. Lp ad —s 
Must be d stead. ue nat 
ye as pong 


sober an 
ferred. To py an one ops 
ro ary, = open. ‘Address 
CHOOL . 4 THE SOLDIER, verbatim 
new U. 8. ARMY DRILL REGULATIONS. 
Shall publish 10,000. One sent free to each of 5,000 
National Guard Com: ies and Military Schools. 


Goes to press about Feb. 1. penny e® 
3 inches ; $8.00 per half page. adres AE 
, Delaware. 


want 
twe dollars. As ar 
two dollars. = 


rule one insertion can be re- 
lied upon to do the business. 





FOR SALE. 
Advertisements under this head 50 cents a like 


ABGATN JF 1078 0 o health resort. B. J. 
HUNT, Pine Bluff, N. C. 


5000 eo3ttasaicemenan ss =o 


OR SALE—Ad “ No Proof, No sg 
200,000 outhly. Vicks 's Magazine, — ne: 
ODAK, No. 4. Good as new. Pri 

Kyte 


M. PLUMMER, 161 William Me al 
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ANDSOME ILLUSTRATIONS for . Cat- 
alogue, 25c. AM. ILLUS. CO., Newark, N. J. 
R SALE—A Sotho pe ters’ and blish- 

ers’ paper in Chicago. Wr ite * H.,” paper. 


and 
R aig een d w= ea "a pemtct 
SON, iver, Knorvil xville, Tenn. 
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NEW RATES.—To take effect with the first 
issue in February, 1892. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., PusLisHERs. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
One Dollar a year*in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices, Wants or 
For Sale, two lines or more, 75 cents a line. Ad- 
vertisements must be handed in ope week before 
the day of publication. 

Although advertising rates for Pruvrers’ Ink 
will be increased 50 per cent commencing with 
the first issue in February, yet time contracts 
will be received at current rates, 50 cents a line 
or $100 a page, up to the 27th of January. Ad- 
vertisements may be ordered every other week, 
once a month, once in three months, twice a 
year, once a year, or for any specified space, to 
appear on any specified dates before the last issue 
of December, 1896. 


JOHN IRVING ROMER, EDITOR. 
Every edition exceeds fifty thousand copies. 
NEW YORK, JANUARY 27, 1802. 








Is it the practice of the Post-Office 
Department to unduly obstruct the 
business of class newspapers ? 

Is a privilege allowed to political 
newspapers denied to others issued 
simply in business interests ? 

If a law is of doubtful interpreta- 
tion, is it wise to ruin a good business 
enterprise while the Department con- 
siders the case ? 

Would not the Post-Office Depart- 
ment be justified in employing some 
one whose province it shall be to inter- 
pret the law and tell a publisher just 
what he may and what he may not do, 
instead of compelling him to interpret 
the law for himself, and afterward sub- 
ject him to inconvenience and expense, 
while his case is reconsidered, and, 
perhaps, finally decided in accordance 
with his own views? 

Is not this a suitable time and 
theme for some expressions of opinion 
onthe part of editors and publishers 
who have had annoying experiences 
similar to those set forth below ? 

For twenty-seven years the publish- 
ers of PRINTERS’ INK have had deal- 
ings with the Post-Office Department, 
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their business interest being all the 
time intimately connected with news. 
pers. 

Twenty-seven years ago the receiver 
of a newspaper generally paid the 
postage, and receiving the paper and 
paying the postage constituted a sub. 
scriber. 

In 1865 a wealthy lead manufacturer 
of Boston, George L. Stearns by 
name, a philanthropist and abolitionist, 
established a newspaper called the 
Right Way and causeda half a million 
copies to be printed weekly and sent 
to persons in the South, who had 
neither subscribed for the paper nor 
wanted it. 

The present publishers of PRINTERS’ 
INK at that time acted as advertising 
agents for the Right Way, and their 
firm name appeared at. the head of its 
columns. By reason of this connec- 
tion they became aware that Mr. 
Stearns was authorized by the Post- 
Office Department to prepay the post- 
age on the Right Way and constitute 
all the persons subscribers to whom he 
mailed the paper. 

Not long after this the publishers of 
PRINTERS INK established a monthl 
publication called the Advertiser's 
Gazette, and later, having removed the 
office of publication to New York, 
wished, for purposes of their own, to 
send that publication for three months 
to thirty thousand druggists through- 
out the country. 

When these papers were carried to 
the New York Post-Office they were re- 
fused, and the publishers were in- 
formed that each must bear a stamp. 
The precedent of the Right Way was 
brought up, but with no good result. 
Thereupon the facts were placed in the 
hands of a competent messenger, who 
proceeded to Washington and _ laid 
them before the Department. Within 
forty-eight hours the postmaster at 
New York had instructions to forward 
the Advertiser's Gazette to the thirty 
thousand druggists, and accept pre- 
payment of postage as had been first 
proposed. 

It is not now recollected that there 
was ever any further trouble about 
mailing the paper, but soon another 
complication arose. The Advertiser's 
Gazette continued to be printed in 
Boston, the papers were folded there, 
wrapped in addressed wrappers, put 
into bags supplied by the publishers, 
and forwarded by freight to be mailed 
in New York, 














By no amount of care that the pub- 
lishers were able to exercise could they 
ever succeed in getting back their mail 

They lost them one and all. 
No objection was made at the Post- 
Office, however, to allowing as many 
other bags to be taken as were re- 
quired; so, therefore, a supply was 
sent to Boston, where they were filled 
and returned, but very soon the pub- 
lishers were informed that they were 
guilty of a serious offence in using 
Government bags for carrying freight. 
The result was that the Boston printer 
lost his job, and all the work upon the 
paper was thereafter done in New 
York. Aftera time the Advertiser’s 
Gazette became the American News- 
paper Reporter, and at a later period 
passed into other hands, and finally its 
publication ceased altogether. 

In July, 1888, was established 
PRINTERS INK, a journal for adver- 
tisers. It followed lines similar to 
those of the older Advertiser's Gazette 
and Newspaper Reporter. Class jour- 
nalism had grown immensely in twenty 
years, and there seemed to be a field 
for just such a paper as PRINTERS’ 
INK. Its publishers were confident 
that if they could get people to look at 
the paper it would be useful and profit- 
able. It is well known that people are 
not anxious for the sort of literature 
which has been common in times past 
attempting to deal with the subject of 
advertising. Such a paper would be 
about as hard to sell at first as the pub- 
lications of the Tract Society. 

Surely no one would buy it until he 
had looked at it. It could not be made 
widely known until some one had been 
given an opportunity to say that he had 
at least seen a copy. The paper was 
sent, therefore, as an exchange to the 
newspapers that came to its publishers. 
A rule was made that whoever patron. 
ized the advertising agency conducted 
by its publishers to the amount of $10 
should be presented with a paid-up 
year’s subscription to PrinTErs’ INK. 

It was announced that a year’s sub- 
scription should also go free to whoever 
bought their annual publication, the 
American Newspaper Directory. 

Soon cash subscriptions began to 
come in, and it was not very long be- 
fore the publisher of a newspaper sub- 
scribed for several copies of PRINTERS’ 
INK, to be sent to his own advertising 
patrons with his compliments, express- 
ing the belief that to have them see 
such a paper would benefit himself as 
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well as them. The Houston Post at 
one time paid for this purpose a hand- 
some sum of money. 

Publishers of newspapers were short- 
ly afterward offered the privilege of 
advertising PRINTERS’ INK in payment 
for five copies to be sent to subscribers 
nominated by them. By these and 
cther means in the summer of 1889 
PRINTERS’ INK obtained quite a large 
list of subscribers. One day its pub- 
lishers were notified that it could not 
be admitted to the mails as second- 
class matter. Inquiry revealed that it 
was not permissible to give a copy of 
PRINTERS’ INK to an advertiser who 
spent ten dollars for advertising through 
their agency, although it appeared that 
there would be no objection to allowing 
him a discount of a dollar on the ten 
dollars’ outlay, on condition that he 
would expend that dollar in purchasing 
a year’s subscription to PRINTERS’ INK. 
It was said to be illegal to present a 
paid-up yearly subscription to PRINT- 
ERS’ INK with each copy of the Amer- 
ican Newspaper Directory, although it 
appeared that it would be permissible 
to sell the two things—the book and 
the paper—for any price established, 
and that it would not violate any law 
to refuse to sell one without the other. 

A third fault was found in an as- 
sumed state of facts: that the pub- 
lishers of PRINTERS’ INK conducted a 
business liable to be benefited by ad- 
vertisements in PRINTERS’ INK, and 
that they availed themselves of that 
privilege to an unreasonable extent. 
It was shown that the same was true 
of sundry magazines and class papers 
to a still greater degree, but this evi- 
dence seemed to have no bearing on 
the case. Being powerless to oppose 
the ruling of the Department, the pub- 
lishers of PRINTERS’ INK paid third- 
class postage under protest, marked 
off all subscriptions that had not been 
paid for in cash or its equivalent, and 
even discontinued exchanges with 
papers who would not pay the sub- 
scription price of PrinTers’ INK by 
inserting a notice worth the sum de- 
manded. They discontinued all adver- 
tisements of their own, and the paper 
was thereupon readmitted to the mails 
as second-class matter, and the extra 
postage that had been exacted of them 
was repaid. They were not repaid, 
however, for the stamps they used for 
sending great numbers of sample copies 
that they were compelled to circulate 
in order to keep faith with their adver- 
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tisers. Neither were they reimbursed 
for trouble, delays and lawyer's fees. 

Learning that it was legitimate for a 

blisher to pay for five copies of 

RINTERS’ INK to be sent to his adver- 
tising patrons, and that he might 
properly pay for it in cash, or just as 
properly in advertising PRINTERS’ INK 
or anything else in his columns, the 
Post-Office was applied to to say 
whether a publisher might not just as 
properly pay for fifty or one hundred 
subscribers in the same way; and to 
this inquiry the response was that 
‘that was all right.” Soon an enter- 
prising publisher of Augusta, Maine, 
undertook to make four thousand per- 
sons subscribers to PRINTERS’ INK at 
his own expense. To this proposal 
the New York Post-Office was inclined 
to demur, but not undertaking to ex- 
plain where the line should be drawn, 
the names were added and the facts re- 
ported to Washington and no trouble 
resulted. 

In January, 1890, PRINTERS’ INK 
became a weekly. It had been previ- 
ously issued twice a month. It then 
became necessary to make a new ap- 
plication for admission to the mails as 
second-class matter. The application 
was refused. The case was turned 
over to counsel. A United States 
Senator took pains to say a few words 
for PRINTERS’ INK and its publishers, 
They were again permitted to pay 
third-class rates under protest ; but the 
matter hung fire. At last the friendly 
editor of a leading Republican paper 
was good enough to say that he could 
fix it all up in five minutes, or words 
to that effect ; that he was going to 
Washington ‘‘ to-day” and would not 
fail to attend to it. Within twenty- 
four hours the paper was readmitted, 
and the publishers received back the 
extra postage that had been exacted 
from them; but the lawyer they em- 
ployed has never offered to refund the 
reasonable fee of $500 which he re- 
ceived for the work he did. 

It now appears that for a third time 
PRINTERS’ INK must pass through an 
ordeal. In December last its publish- 
ers put forth an announcement that 
for every yearly advertisement they 
would send a paid-up subscription for 
the same amount. An advertiser who 
ordered an advertisement amounting to 
$1,300 might present six hundred and 
fifty friends with a yearly paid-in-ad- 
vance subscription to PRINTERS’ INK. 

This is asserted by the Post-Office 


Department to be illegal, although it 
is said that there would not be any. 
thing irregular in offering to give a 
quarter-page advertisement for a year 
gratis to any one who would send in 
and pay for 650 cash subscriptions, 

That the offer of subscriptions did 
not very much influence advertising 
orders for PRINTERS’ INK is evidenced 
by the fact that although over $43,000 
in yearly orders were received, hardly 
5,000 names of subscribers have thus far 
been sent in. Out of the 44,115 names 
now standing in type, comprising the 
mailing list of PRINTERS’ INK, over 
37,500 are those whose subscriptions 
have been actually paid for or news- 
papers to which PRINTERS’ INK is 
sent as an exchange. 

Class papers are of vastly more im- 
portance now than they were a few 
years ago. They are among the most 
prosperous and useful publications is- 
sued, Every class paper has been 
more or less exposed to the difficulties 
with which PRINTERS’ INK has had to 
contend. Those which, like PRINTERS’ 
INK, are well established and ‘have 
powerful and influential friends, get 
their rights sooner or later; but it may 
well be doubted if some promising and 
useful publications have not come to 
an untimely end by official interfer- 
ence, the publisher not being able to 
ever get beyond some low-priced clerk 
in the Post-Office Department who has 
pigeon-holed the papers referring to 
his case. 

Is it not time that an end should be 
put to such doubts and annoyances? 
If the law is ambiguous, can it not be 
amended? Until it is amended should 
not publishers have the benefit of any 
doubt ? 

The place which PRINTERS’ INK 
has gained in the public estimation is 
well stated in the following unsolicited 
and unexpected testimonial which ap- 
peared as a leaded editorial in the 
New York Recorder of Saturday, Jan- 
uary 2: 

Some two years and a half ago a unique 
publication made an unheralded appearance in 
nearly every publication office and counting 
room of the United States. It appealed to the 
advertisers of the country, but as a handbook 
rather than a medium. it sought to collect 
and collate the results of varied experience and 
desirable statistical data : to originate or cause 
to be originated new ideas in advertising, all 
for the benefit and information of that great 
army of our citizens whose business depends 
targely upon a judicious use of printers’ ink, 
which words were happily chosen for the title. 

Printers’ Ink has become one of the most 


valuable publications of the period, more 
valuable perhaps to its subscribers than to its 
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proprietors, though the revenue it yields is by 
no means small, : 

It deals with the most fascinating of all 
commercial subjects—the art of advertising, 
that indefinable, indescribable knack of mak- 
ing or sinking fortunes, It has done more to 
define and make clear that which has always 
been the most intangible element in business 
than all else that has ever been written upoa 
the subject. 

Printers’ Ink is the originator and pio- 
neer of a new class of commercial literature, 
but it has much more to do; it barely 
whetted the appetite for aid and instruction 
in the advertising field, and can hardly be 
more than a primer in comparison with that 
into which it will develop in the years to come. 

If PRINTERS’ INK igs not entitled to 
admission to the mails as second-class 
matter, that fact transforms a success- 
ful business into one conducted at 
aloss. The postage on last week's 
issue, January 33, amounted at third- 
class rates to exactly $805, besides the 
labor of attaching 80,500 stamps to 
that number of newspapers. sec- 
ond-clasg rates ‘the proper charge for 
postage would be $69.76, making a 
difference in cost of mailing this one 
issue of $733.24. On ordinary issues 
the difference will not be far from 
$500 a week, and $500 a week for a 
year makes a handsome sum. 

PRINTERS’ INK will regularly ap- 
pear in any case. It is too lusty an 
infant to die from interference with its 
healthful functions by even the most 
officious wet nurse that is likely to be 
countenanced by a parental govern- 
ment. 


A LAWYER’S VIEW. 


The application of the law upon the 
subject of second-class rates of post- 
age seems to be in great confusion. 

The method of applying the law 
seems to be, in the first instance, in- 
variably ex parte. Instead of requir- 
ing, in a particular case, a publication 
to show cause why it should not be 
excluded from the second-class, the 
Department orders the postmaster at 
the mailing office to inform the pub- 
lishers that the paper is excluded. 
Pending an application for reinstate- 
ment, the publisher is put to great an- 
noyance and expense. The publisher 
does not, in short, have his day in 
court until after judgment has been 
entered against him. The Government 
officer rendering the judgment has only 
heard one side of the case, and neces- 
sarily acquires a prejudice against the 
right of the paper to second-class rates, 
which has to be overcome on the ap- 
plication for reinstatement. ne 
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This state of facts is contrary to all 
other forms of judicial inquiry. It in 
fact does what the United States Con- 
stitution says cannot be done—deprives 
the citizen of his property ‘* without due 
process of law.” 

Again, the cases in the first instance 
and on the application for reinstate- 
ment are passed upon by clerks instead 
of by men especially appointed and 
fitted for the duties. ‘hese men natur- 
ally have great pride of opinion, and 
resort almost invariably has to be made 
to the superior officer before the rights 
of the publisher can be obtained. 

The bigger the man the less pride of 
opinion he has. 

The Third Assistant Postmaster 
General is a man of ability, and fa- 
miliar with all the duties of his office, 
which are very numerous. So far as 
can be ascertained, he gives and is able 
to give little attention to the construc- 
tion of the Jaw or the application of 
the facts in the exclusion of publica- 
tions from the second class or to appli- 
cations for their reinstatement. Such 
matters, in the experience of the 
writer, have been referred to Mr. 
Haines, who is the law clerk attached 
to Assistant Attorney General Tyner, 
who has been for some years assigned 
to duty in the Post-Office Department. 

In other words, a clerk of an Assist- 
ant Attorney General hears and deter- 
mines these most important matters. 

The Third Assistant Postmaster 
General, Hon. A. D. Hazen, has been 
connected with the Department for 
fifteen years or more (with the excep- 
tion of about two years during Presi- 
dent Cleveland’s administration), and 
there should, therefore, be a consistent 
line of decisions on these points ; yet, 
for reasons above stated and because 
each case is decided in the first in- 
stance ex parte, and because congres- 
sional and other influence is often 
applied to make or change decisions, 
no one can tell exactly or approxi- 
mately what decision will be rendered 
upon a given state of facts. Previous 
decisions, while to some extent accessi- 
ble to the clerks and others employed 
in attending to these matters, are not 
apparently available to the public or to 
applicants for second-class rates, nor 
do we understand that all the decisions 
are even kept together where they can 
readily be referred to; nor, in many 
instances, are the decisions themselves 
written out and the grounds stated, as 
we understand, 
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IS IT. ILLEGAL? 


The following letter was recently 
addressed to the Third Assistant 
Postmaster-General at Washington : 

New York, Jan. 13, 1892. 
Hon. A. D. Hazen: 

With a hope of attracting attention to the 
present law, so far as having reference to the 
mailing of newspapers, we are attempting in 
the next issue of Printers’ INK to start a dis- 
cussion of the subject. 

We can imagine that no one, not even our- 
selves. would be more glad than you and the 
Post-Office Department to have a law framed 
and passed which would be so definite and 
certain of interpretation as to prevent any 
question under it ever arising—as definite, for 
instance, as the law is regarding the transport- 
ation of letters, 

With a hope of bringing to your direct at- 
tention whatever we may say on the subject, 
we have taken the liberty of adding your name 
to the subscription list, and for the same pur- 
pose we also add the name of Congressman 
Amos J. Cummings, who has been good 
enoagh to take some interest in PrinTERs’ 

NK. 

If it is not legitimate and proper for us to 
add these two subscriptions on the terms, and 
for the reasons above expressed, may we not 
ask that you will favor us with information to 
that effect, and see to it that we may not 
thereby be allowed to suffer or be punished for 
our ignorance? Very respectfully, 

Gero. P. Rowe. & Co, 

As no answer to this letter was re- 
ceived, it is concluded that General 
Hazen and Congressman Cummings 
may be classed as—good enough— 
subscribers for the present. 

a - S 


THE trouble that PRINTERS’ INK has 
experienced through decisions of the 
Post-Office Department is not supposed 
to originate in any hostility toward 
PRINTERS’ INK on the part of that De- 
partment either in Washington or New 
York, or from any desire on the part 
of any one connected with the Post- 
Office to do other than what is right. 

The Post-Office laws have not been 
codified as the State laws have been, 
and consequently it is impossible but 
that representatives of the Department 
shall at times render decisions at vari- 
ance with those made under previous 
officials. If these decisions are wrong, 
a citizen may suffer, notwithstanding 
the good faith in which the decision 
has been made. Some of the postal 
laws appear to be expressed in a sort of 
general way, without undertaking to ex- 
plain in detail how they are to be con- 
strued: Naturally, different officials 
construe them in different ways. 

If the postal laws referring to post- 
age on newspapers could be definitely 
settled in every detail, so that an in- 
quiring publisher could answer his own 


questions, doubtless the officials at 
Washington would be more happy over 
the result than anybody else. 

In attempting to inaugurate a dis. 
cussion of the postal laws as pertaining 
to newspapers, it is not the object to 
complain personally of any official in 
the Post-Office Department, but simply 
to set before them, as well as others, in 
a clear and emphatic manner some of 
the difficulties to which the publisher 
of a class newspaper is subjected ; and 
it is probable that no one will realize 
those difficulties more quickly than the 
officials of the Post-Office Department. 

Why can’t the rate of postage on 
newspapers be made as simple as that 
on letters? 

SER ee eee 

Any editor or publisher of a news- 
paper who will read the leading edi- 
torial ip this issue of PrinTERs’ Ink, 
and a¥§® the article headed *‘ It Ought 
to Be Killed,” and will then write a 
notice setting forth an opinion upon 
the subject of post-office interference 
with PRINTERS’ INK, as warranted by 
the law, may receive one dollar for in. 
serting the notice, to be paid in ad. 
vance bya receipt for a year’s sub. 
scription to PRINTERS’ INK; that is, 
the newspaper that inserts the notice 
will receive PRINTERS’ INK thereafter 
as asubscriber, instead of an exchange. 
A copy of the notice should be sent in 
a sealed envelope to A. D. Hazen, 
Third Assistant Postmaster-General, 
Washington, D. C., and another to 
editor of PRINTERS’ INK, New York. 

POBIE EE 

Mrs. JoHN A. LoGAN edits a maga- 
zine that is sold for a dollar a year. It 
is so @legant and vaiuable that a quar- 
ter of a million people have been eager 
to subscribe for it. Many a publica- 
tion of less value is sold for four dol- 
lars or more. It is illegal to circu- 
late a paper through the mails that is 
sold at a nominal price. An exhaust- 
ive discussion of a fair interpretation 
of what is intended by the law to be 
considered a nominal price would be 
interesting at this time. 

AOS ODES i 

THE Toledo Blade has a larger cir- 
culation than any other weekly paper 
in America that is published in connec- 
tion with a daily. The Toledo Blaae 
is sent to subscribers for a dollar a 
year. It is agreat paper, and the peo- 
ple want it. It prints 125,000 copies 
weekly and gets 75 cents a line for its 
advertising space, and the space is 
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If the Toledo Blade had 


worth it. 
500,000 subscribers and could have 
four solid pages of advertising at $3 
an agate line—and it could—the pub- 
lishers would make a hundred thousand 
dollars a year, even if they never re- 
ceived a cent for subscriptions to the 


paper. The law will not permit them 
to send the paper free, however. Prob- 
ably it is a good law. If it is, of what 
feature does its excellence consist? If 
a publisher can make more money by 
sending his paper for 10 cents a year, 
or by sending it gratis, what is the 
most weighty objection that can be 
urged against allowing him to send it 
at a nominal price, or without price ? 








Mr. MALLORY, publisher of the N. 
Y. Churchman, asserts that in July, 
1890, an advertiser sold $300,000 of 
bonds to inquirers who responded to a 
two-column advertisement that had ap- 
peared in the Churchman but once. 

hlabacemeraatiel 

Is there any good reason why the 
people of America should care any 
more about what price is paid for a 
newspaper than they do about the con- 
tents of a letter or a circular ? 

If newspaper postage is too low— 
and probably it is—why not advance 
it? 

Would it not be a good plan for a 
Congressional committee to. study up 
some sort of a definition of what shall 
pass muster as a newspaper or periodi- 
cal, and then frame such a law as will 
allow its projectors to do what they 
will with their paper without the pres- 
ent necessity on the part of the Post- 
Office Department of keeping a force 
of experts to waste brain tissue in study- 
ing up what constitutes a newspaper 
to-day, ruining a publisher to-morrow 
and next week expressing regrets at 
having made a mistake ? 





Is there any sufficient reason why 
the Post-Office Department should un- 
dertake to break up a legitimate enter- 
prise like PRINTERS’ INX? Upon the 
publishing of that paper some sixty 
persons are dependent for daily bread. 

There are editors, canvassers, com- 
positors, pressmen, folders, binders and 
mailers. If anybody thinks that there 
is no work about getting out a weekly 
issue of PRINTERS’ INK let his mind 
dwell fora moment upon the idea of 
personally superintending the attach- 
ing of 80,500 one-cent stamps to the 
edition for January 13, and this would 
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have been necessary if General Hazen 
had not reconsidered his original order 
and allowed the publishers to pay the 
postage under protest in a lump sum. 





PRINTERS’ INK invites a discussion 
in the columns of the American press— 
particularly in the class newspapers—of 
the question of what constitutes a sub- 
scriber to a newspaper, what the law 
really is, what the usage is, what the 
law ought to be. Editors and pub- 
lishers are invited to send copies of 
editorials on the subject, in sealed en- 
velopes, to the editor of PRINTERS’ 
INK, also to General A. D. Hazen, 
Third Assistant Postmaster-General at 
Washington, D.C. General Hazenis 
a genial gentleman, who occupies an 
upholstered chair in a pleasant office in 
the great building of the General Post- 
Office Department, and has plenty of 
time to read the papers and weigh the 
arguments. Any new light thrown on 
the question will be useful in enabling 
the Post-Office Department to frame a 
law that shall be exactly what it ought 
to be—that is, such a law as the De- 
partment and the country want. 





THERE is some intimation from the 
Post-Office Department at Washington 
that PRINTERS’ INK is sent as an ex- 
change to a larger number of news- 
papers than the Department can allow. 
This is to give notice that if any pub- 
lisher hereafter fails to receivé PRINT- 
ERS’ INK as an exchange, the failure 
may be attributed to the action of the 
Post-Office Department in requiring 
the publishers of PRINTERS’ INK to 
eliminate from their list a portion of its 
exchanges, and that his paper is one 
eliminated by the order. 





Is PRINTERS’ INK a legitimate pub- 
lication? or is it not? The friends of 
PRINTERS’ INK are invited to express 
an opinion. So, too, are its enemies : 
if it has any. 

If any one is receiving PRINTERS” 
INK whose. subscription has not been 
properly paid for, the publishers of 
PRINTERS INK will be glad to know of 
the case, for they do not intend to send 
the paper to any one who is not en- 
titled to receive it, either as a sub- 
scriber or as an exchange. No name 
is placed on the mailing list until 
somebody has paid the subscription 
price, and every paper is stopped as 
soon as the time has expired for which 
the subscription price has been paid. 
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No subscriber for PRINTERS’ INK owes 
the paper a cent. It is a strictly paid- 
up-in-advance subscription list. The 
number of names now standing in type 
on the mailing list is 44,115. It is cus- 
tomary to print from 10,000 to 15,000 
sample copies on a weekly average for 
the purpose of making the paper bet- 
ter known and obtaining additional 
subscribers. The subscription price 
of PRINTERS’ INK is now only one dol- 
lar a year. 





THE great publishing house con- 
ducted by the late E. C. Allen, at 
Augusta, was incorporated under the 
laws of the State of Maine, on Thurs- 
day, January 14th. The heirs of the 
estate retain the stock, and will con- 
tinue the business under the corporate 
name of E. C. Allen & Co. The 
thoroughly trained heads of the several 
departments who have been connected % 
with the house for many years will 
remain and pursue the same course 
that in the past has proved so eminent- 
ly successful. 


MyYRON REED, the celebrated Den- 
ver clergyman, related one evening, 
while at a reception given by Gover- 
nor Cooper, that in one of his sermons 
on Emma Abbott he had incidentally 
mentioned that the old song ‘‘Lorena” 
had been a favorite of his, and ex- 
pressed a wish that he could get a 
copy of it. Now, it happened that this 
very sermon was printed in that some- 
what remarkable Colorado monthly, 
the Great Divide. The result was that 
within a short time Mr. Reed received 
through the mail from different sources 
forty-seven copies of the song. 








ADMIRATION AND RESPECT. 


* Since No, 1, Volume 1, of Printers’ Ink 
appeared it has been a valued exchange, and 
the business end of the staff of the Musical 
Courier acknowledges with thanks many 
ideas obtained from it. It is because it has 
earned this admiration and respect,” etc., 
etc.—Musical Courier, Jan. 13, 1892. 

At this point the A/usical Courier 
goes on to criticise an advertisement 
that has appeared in PRINTERS’ INK 
for a long time. The Courier says 
that the advertiser is a swindler, and 
that he swindles his customers. If 
any reader of PRINTERS’ INK has been 
swindled by any regular advertiser in 
its columns, the publishers of PRINT- 
ERS’ INK will be glad to know the 
facts. 


PRINTERS’ INK. 


$44,764.00. 


Following is a list of yearly orders 
for space in PRINTERS’ INK received 
during the past three months. 


Gannett & Morse Concern, 6 page. $ 2,600 oo 


Akron Printing & Pub. Co., 

BN » iis oat dace eliet aie” wes ate 520 00 
D.R. Dewey, ete §2 00 
Roy V. Somerville, 44 page........ 1,300 00 
Brockton, Mass., Enterprise, 2 lines, 52 00 
Allen’s Lists, % etl 1,300 00 


South Bend, ‘Ind., ‘ost, 2 lines... 52 00 
= Mass., Popular Educator, 2 
TB cacsecoresres¥es 


eereee 2 oO 

A. F. Richardson, W illiamsport . 
EO SM cue’ a ndiscceateomeca 52 00 
W. E.'Skinner, Boston 2 lines...... 52 00 
M, Plummer & Co., 4 lines...... 104 00 
W. D. Boyce, Chicago, Ill., 4% page. 2,600 00 
The Goldthwaites, 4 lines.......... 104 00 
Religious Press Ass'n, 44 page...... 1,625 00 
N. Y. Christian Advocate, % page. 65000 
American Ill. Co., Newark, 2 lines. 52 00 
Empire Pub. Co., “32 ‘lines... 52 00 
Boston, Mass., Hotel Guide, 2 lines. 52 00 


2 ka, Kans. Ill, W eekly, 3 lines. 78 00 
» Rural New Yorker, Y page 





pace deeseccens econ tovevecs 650 00 
Floral Park, N. Mayflower, % 
ge €. Duis on etenpeteensoe’ 1,300 00 
inn, Ont. * cottage: d 4% page 
CT Pee sfocrroumeseces oeee 300 00 
Spencerian Pen Co., 4 iin Apa 104 00 
New Orleans, Peopic’s ill.  jouchal, 
sinner th det. paediate es 78 00 
Phila., Pa., Practical Farmer, 1o p. 
in Oct. op 1892, and 10 in Oct., 1893. 1,000 00 
Beckwith, I page 1t.a.m.5 
VOEATS. cee vecccessccceseses eeseees 6,000 00 
Givens, Tex., News, 7 lines..... 182 00 
Neca A City Journal, Yer eet 104 00 
og Day, 2 lines...... 52 00 
aven, College Man, 2 jines.. 52 00 
Teveks Capital, eet 78 00 
Samuel latt, 2 lines........... 52 00 
Terre Haute Express, 2 lines.. .... §2 00 
A. E, Sproul, Boston, Mass., 3 iines. 78 00 
Atlantic Coast Lists, 1 page 2 yrs... 12,000 00 
Vick’s Magazine, 40 lines......... + 1,040 00 
Arthur’s Home Magazine, 5 !ines., 130 00 
 # a ry OS SPORE 52 00 
Washington, D . C., Public Opie, 
SRE Pee eer iey ee 104 00 
Trifet’s Galaxy of Music, 4 lines. , 104 00 


Gibb Bros. & Moran, 2 lines 3 yrs... 156 00 
Van Bibber Roller Co. , 1 line, 


s-00 ee 

Bellman Bros., 4 lines e. 0. w....... ow 
ohn T. Mullens, 2 lines........... 52 00 
. Y. Home Maker 3 lines d. c. 156 00 

E. A. Wheatley, 7 lines.......... e- 182 00 


B. L. Crans, 5 lines............ ° 
Cleveland, O., Union Gospel” News, 
Tin, e. oO. w. 182 00 
S.C, Beckwith, I Page 1t.a,m 1,200 00 
Carlton & Kissam, 16 lines e. 0. w.. 208 00 
New York Ladies’ World, 4 page 
to mos., 1 time a month.......... 
Pittsburgh, Pa., National Stockman, 
4 page 1 t.a.m.2 years......... 600 00 
Leavenworth Pub. Co., 5 lines...... 65 00 
Harper’s Bazar, 4 p. 1 t. a. m. 6 mos, 
Morristown, Tenn., Patriot, 2 lines. 
— Priscilla, 27 lines t. f. x t. 


250 00 





250 00 


52 00 


F. Cros . § lines, e. 0. w.t.f. ease aee 
Levey, Ike, 2 tines. opnepbenedtec 52 00 
ede ‘0. P.€.0.W. 5 YTS. 3,250 00 
a d's Axency, ia tne athe as 
ver City, N nterprise, 7 |.t.f. 
St. Louis Medical Brief, 2 lines ef... 
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Griffith, Axtell & Cady Co., t. f. un- 
der Wants eeeseees oeveevecevevese 
Barton Mfg. Co., 5 lines t. f..... oes 
i sfield, Mo., ler, ro lines t.f. 
ock Gazette, 100 lines....... 

Dan’l F. Beatty, 2 lines.....-.-.--- 
Photo-Electrotype Eng. Co., 2 lines. 
Florence, Mass., Advertiser, 100 lines 
E. T. Parker, 2 lines, ¢. 0. w. 5 yrs. 
Milwaukee Wisconsin, % p. e. 0. w. 
Stanley Day, 2 lines 4 years..... eee 
Ripans Tabules, 14 page t. f....... 
Chicago Newspaper Union, 34 page 


50 00 
52 0O 
52 00 
50 00 
130 00 
325 00 
208 oo 


AVETAZE BOC... eecccccerrscsece 500 00 
San Francisco Bulletin, 4 line t.f.. 
San Francisco Call, 7 liness t. f..... 
W.C. Sprague, 13 lines 26 t. e. 0. w. 169 00 
Robinson-Baker Advertising Bu- 


reau, 





$44,764 00 

This list shows recognition of a 
good thing by wide-awake business 
men. Yet it is to be observed that 
the total does not exactly indicate the 
amount of regular advertising which 
will appear in PRINTERS’ INK for 1892. 
There are casés like that of Messrs. 
§. C. Beckwith and E. C. Bedell & Co., 
who have ordered an advertisement to 


PRINTERS’ INK. 


135 


run five years; Gibb Bros. & Moran 
three years and Atlantic Coast Lists 
two years. The additional showing 
due to these long-time contracts, how- 
ever, is to some extent offset by several 
‘till forbid” orders which it is im- 
possible to include in the list at any 
stated value. 

During 1892 PRINTERS’ INK hopes 
to be favored with a good many single 
insertion advertisements. But as long- 
time contracts assure a newspaper a 
regular income, we have offered special 
inducements to secure a reasonable 
number before the usual annual in- 
crease of rates. 

After February 1, PRINTERs’ INK’s 
rates will be uniformly 75 cents a line. 
Up to that date we receive orders at 50 
cents a line, to extend any length of 
time not exceeding five years. 

The preceding list of orders consti- 
tutes the best testimony to the value 
of PRINTERS’ INK as an advertising 
medium. 











THE PACIFIC STATES AND THE 
MINING REGION. 





Of the three million square miles, 
sixty-five million people and twenty 
thousand newspapers of the American 
Union, 1,175,550 square miles, 3,046,- 
472 people and 1,492 newspapers are 
found in what may be denominated 
the Pacific Coast and the Mining Re- 
gion, consisting of California, Nevada, 
Oregon, Washington, Idaho, Montana, 
Wyoming, Utah, Colorado, New Mex- 
ico and Arizona. 

In area these comprise more than 
a third of all the territory of the United 


States. In population they have about 
one-twentieth, and about one-thirteenth 
of the newspapers. Being a compara- 
tively new country, its wants are num- 
erous, and its people appear to have 
the desire and the money to supply 
them; hence advertisers have found 
this a good section to advertise in, and 
there are good newspapers to be used 
for this purpose. Some of the San 
Francisco dailies and weeklies reach 
out to a limited extent over the entire 
region. ‘There are also important 
papers of general circulation in Salt 
Lake City, Denver, Helena, Seattle 
and Portland. PRinTERS’ INK has 
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just issued a list of all the leading 
towns of these States, including every | B&Sl § 08 
place having 5,000 people, and every 
county seat with 3,000, and naming 
the best newspaper published in each 
place. This list will be sent to any 
address for five two-cent stamps. 
> ae 
“NOW IS THE TIME TO SUBSCRIBE.” 
The biggest sensation of the year has just 
come to light. However, as both the prin- 
cipals are subscribers to the Herald we have 
decided to suppress the affair, We have got 
to keep in line with the daily papers or we 
can’t do business.—S?, Paul Herald. 





SUBSCRIBER. 
(1.) One who subscribes; one who contrib- 
utes to an undertaking by subscribing. 
(2.) One who enters his name for a paper, 
book, map, or the like. 
—Webster’s international Dictionary. 





A a to let direct from letters. Goop! 
. GOODWIN, 1215 Broadway, N. Y. 
6,000 cic 


‘eon Peoria Herald 
SIGNS Siec* came Got Salem, fl. 


VICK'S MAGARINE -gROWES wnstehtnicted 











AGENTS’ 3, RAMES, Ne New Ouse, ttt cee Bs. 


PIANOS, Qn sh ange fo era. 








SMITH “AE. "TEMES 
Arthur’ s Ne New Home Magazine 


Illustrated, Philadel, uarantees = 
circulation for 1892. Peet ana and cheapest ad oe 
ing in America. 








y possess Age, Character, Solidity. 
Dayton @.) Morning ‘Times, Est, isis, 
yout re, New — 4 “1878. 
- ” y Times-News 1308, 
5 ths 000 ‘combined daily circulation. 


“San Francisco Call. 
Established 1853. 
Dai 56,759—Sunday, 61,861. 
The Leading | Newapape r of ihe Pac ific Coast, 
in Circulation, Character and Influence. 


To ew« RUBBER STAMPS 


Latest Improved Process. Circulars 


free. BARTON MFG, CO., 318 Broadway, N. ¥, 


Save Money. 
There is an inside track on everything, 
Especially ADVERTISING, 
If interested address 














eap. In use all over U.S. 


PERCIE W. HART, Tribune B’lding, N. Y. 
Sone for catalog and testi- 
JIS WIRE 


————————==% ‘For holding Papers, Letter 
| Steal WIRE. | Tight, “St 

RACKS ca 

+ — RACK GO. St. Louis Mo. 


Light, Strong, “Portable, 
GAMBLING in | WHEAT- 








Book FREE. W.T. 
PATENTS prizGeeaLD, W 1 1 = a eae tA tow striking ads cmteneo ait) 
LETTERS ECR Benton "| preteravic Wriemes Ads. 





NEWSPAPERS sess som By 
COLLEGE-MAN Seu 25,005... 
gee MP4" PRINTERS 


SIGN S Giese, on LH gS id Fences n 
h millions. BALL 
BROS Agr, Box sn Joliet Ills. 


eo peep is to A Our bust- 


ter. ‘4. E. SPROUL, 


WO D TERI 























aan Francisco Bulletin 
Larges est evening circulation in California. 
High character, pure tone, family newspaper. 


GOLDTHWAITE’S 


CEOCRAPHICAL MACAZINE. 
CIRCULATION UNIVERSAI.. 











The Evenin Journal 
Hh ORY eSatoo ‘ 


IF you WANT out THE EST tor 1 2 


0 Bwa 


Spencerian ‘Pens New Yor 


pPorsvaice—Mase to order from 
Photos. Cheapest newepe sper. r cuts 








centemn Panes fone for ore. RAL 
'N, Columbns, 0. 





PUE ~ B G fivere PW avertisers. 
OPINIO Tee tat. 








ADVERTISERS! 
We put t Those y advertiding matter directly in +, 4 
hands of zon aouere to “9 te cont 
ng. Our New Idea poaal 4 
the US. an and willintes those who oarertne | 4 
any form. waar us to-day. You will fo 
to-morrow. NATIONAL TATE ADVE Ts. 
ING CO., 206 8. Clark St., Chicago, IIL. 


Dodd’ s Advertising Agency. oston, 
Send for Estimate. 


RELIABLE DEALING. CAREFUL 
3@~ LOW ESTIMATES. .08 _ 


eae YOUR HOME WITH ANIDROSIS 
Outfi d raise your circulation by luxurious 
fumigation then treat the body to the liniment 
to call the blood to the skin. and you may 
a at ——_— pain or the chilly symptoms 

or ori police force, fire de ment 
an ficial ee Seger ee should have an 
outa for the i of and 
they may dance, keep ay condition to double- 
shuffle. Address Dr. CONANT’S Sanitarium, 

Skowhegan, Me. 


Travelers | =" 


medium, we will send a Popy, of “ Gin’ S nev- 
ELERS’ ROUTE BOOK” (price $5) free, on re- 
ceipt of | adv. and 0. Contains maps of 
the U. 8. and Canada, with most direct routes of 
travel and Seeed fares ooperes thereon ; 
also, number of firms n h b 
in each town, hotels, populations, etc. 

CIBB BROS. & BoORan, 
45 Rose St., N. Y¥. 






































Sewn mn 


~< 


ammee es tte, 0 














STUDY LAW 


AT HOME. 






, COTNER, Jr., Sec’y, 
ton, ae 


12 WhitneyBlock. AN f 


METAL tut FLOATS 


Pure ghume um Match Bex. Fioats like 
Cork. Wei oz. Strong as steel, beauti- 
fully engraved. Just fits the pocket. Looks like 
diver and will not tarnish. A Wonderful 
Ourlosity. You Want One? 50c Please. 
Stamps will do. 


We Origina Mak 

py Spee ~~ he =pply 
Have you sent your customersjanything lately: 
CLARKE-DOYLE CO., 161 LaSALLE ST., CHICAGO, 


$14 No. 62 DESK. 


Packed and De- 
livered on cars. 
Oak and Walnut. 




















Top. Two slides 
above drawers. 
Superior in ma- 
terial, workman- 
ship and finish. 
Over 28,000 of these Desks in Use. Send for 


Catalogue. 
WM. L. ELDER, Indianapolis, Ind. 


Gunning’s Paint Brush 


Mightier than the Printing 
Press. 
THE R. J. GUNNING CO., 
Sign Advertisers, 


_DEARBORN STREET, CHICAGO. 
Square-toed Business. 








If it don’t , Sto) 
our vel 





NAL, N. Y. Ci 
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t| No 
nt./ November 29th, 1891, but the January and 


¢| decoration i 
;| Send for advertisin, 
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8 KEYSTONE LIST. 
class 


160 w papers of the better ; te 
lines, one ime, entire 67.50. Send for list 
L. CRANS, 10 Spruce 8t., N. Y. 




























24,586 
Paid Weekly Circulation. 
UNION GOSPEL NEWS. 
, Cleveland, O. 





FREE on Application. 


We should be pleased to mail to any address 
a copy of our 


HANDBOOK 
Newspaper Advertising, 


conveniently 
new! and magazines 
jous, 'y, Sunday and 
es We are confi- 
book will be appreciated by advertisers. 
J. L. STACK & CO. 
Pioneer Press Bidg., 
St. Paul, Minn. 


Modern Priscilla 
3 5, 000 Each 


Issue 
DEC., JAN. and FEB. 
Circulation select and proven by P. 0. receipts. 


The December issue was slightly delayed 
the total destruction by fire of our office 


dent 






Peete Hy 


et) tal! 





February issues will be issued promptly on 
time. Advertisers wishing to reach the ladies 
who have themselves ys the subscription 
price for the pager and its valuable hints on 
n all departments can find no 

better mediums than the MODERN 
rates or apply Groagh 
any agency. PRISC. PUB ING be 

YNN, 





50,000 PA 


us Book of Ideas 


and direct it to the Author, 


[Descriptive Primer Free.] 





ity. L Mass. 
Will, in reading this advertisement, convey to their possessors memory of the 
fact that they have before this intended to have procured a copy of the novel 


They will renuember having often read about its unique merits in Printers’ Ink 
and the wonderful stimulus it has been to hundreds of over-worked and brain-ti 

advertisers. They have often been sorely puzzled to know how best 
advantage of the space they rent in the daily newspaper or magazine. This novel 
book shows (not tells) how to fix one’s advertisements so that he who reads shall 
buy—zot run, Just fold a One Dollar bill in an envelope, with your address, 


D. T. MALLETT, Advertisement Writer, P. O. Box 108, New Haven, Conn, 









for Advertisers." 


to reap the 


YOU WON'T REGRET IT, 
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The Publishers of 


Arthur’s 





The Agricultural Monthly with the Largest 
Circulation West of the Alleghenies. 

We promised 70,000 per month. We are 
giving 78,000. 


May, $1,460 September, 72,900. 
June, 88,500. October, 77,000. 
July, 71,000 November, 81,000, 


August, 72,800, December, 79,460. 
Total, eight months, 624,127; average, 78,016. 


Gh maa 


“Huot? 









OVERMAN WHEEL CO., 
MAKERS, 
CHICOPEE FALLS, MASS. 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS., Special Agents, 
Chicago, New York and Philadelphia, 


New 


Home 





Magazine 





Have the pleasure of announcing 
to their advertising friends that 
they have opened an office in 
New York City, at 


500 TEMPLE COURT, 
WITH 
FRANK B. MORRISON, 
Manager, 


Where sample copies or 
advertising rates may be 
had on application. 





MERICAN NEWSPAPER DIRECTORY for 
1892. ad toe, Annual Volume. Will 

be issued April 1st, , Five Dollars. 
This work is the source of information on Sta- 
tistics of Newspapers in the United States and 
Advertisers, Advertising Agents, Editors, Poli- 
ticians and the a of the Government 
7 its ents as the recognized au- 
It gives a brief description of each place in 
which newspapers are published, stating name 


of county, popstiadios of place, etc., etc. 
It gives names of all Rewepapers and other 


It gives the Politics, Religion, Class or Charac- 





It gives the of Issue. 
It gives the Editor’s name. 
It gives the r’s name. 
It gives the of the Paper. 
I Eiventhe Bate of Ratablichen 
It gives the of it. 
it gives the ion. 
‘t gives the names of all pa; in each County, 
and also the section of 
the is 1 


It also many valuable tables and class- 
“ae any address on receipt of 


‘GEO. P. ROWELL & CO., Publishers, 
aN r Adv Bureau), 
on) Spruce St., New York. 
CIRCULATION RATINGS. 


As the portant portion of the informa- 
tion su a mercantile consists of 
a Trson 
about w! information is ed, 80 is the ofr. 
culation A generally considered 


newspaper ly 
the Spon which information will be of 
value to the advertiser. The greatest 
sible care is taken to make the DIRECTORY re- 
ishér is lied to 


ports . ¥ publi 
.. All information is en in a 
form excludes any but nite ite ; 
while ‘ort is made to honest ‘pub 
such reso! \- 











A RUN ON THE BANK 


by anxious depositors causes an uneasy feeling 
in those who have invested in the concern, 
“Comfort” is a bank which advertisers find 
is not susceptible to panics, Cash deposited 
in its advertising pages is certain of a good 
paying interest. Its capital is its enormous 
and steadily growing circulation, which cannot 
fail. 

Better try this bank, advertisers. It gives 
better returns for the money invested than 
any other bank in the world. 

Lf you put it in** Comfort” it pays! 





Space at the Agencies, or of 
THE GANNETT & MORSE CONCERN, 
Avucusta, Maine. 


-| New York Office—23 Park Row, 


W. T. Perxins, Manager. 








. 
8 = 















ADVERTISING AGENTS AND 
ADVERTISERS, AHOY ! 


Send out your Cats in our 
mailing boxes and prevent ar- 
rival at destination in a ship- 
wrecked condition, 

No tying. No trouble. Used by 
all the principal advertising agents in 
the country. Card printed on 1,000 
lot without charge. 

Our customers are such knowing 
ones as Rowell, Thompson, Kellogg, 
Stack, Fuller, Lord & Thomas, etc., etc. 

This visitation is to whet their ap- 
petites, and to let people into the 
scheme who are not yet acquainted 
with it. Send for samples ; they are 
“out of sight.” 


SKIDMORE & CO., 


85 & 87 John Street, 
NEW YORK. 
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Tested by the rule which requires 
the most and best advertising which 
money will buy, 

THE SUNDAY SCHOOL TIMES 
is always at the head of religious papers: 

The Most: The weekly edition 
is over 160,000 copies—being two and 
three times more than the circulation 
of other important religious papers. 

The Best: Only adults are its 
subscribers—the active and intelligent 
church workers in the different denom- 








inations. Write to us to learn about 
the ‘‘ trustworthy guaranty ” and price. 
Put Sunday School Times, 
PHILADELPHTA. 
Them Presbyterian. 
On | Lutheran Observer. 
Your | falta Sait 
—- Presbyterian Journal. 
List } Ref’a Church Messenger 


Episcopal Recorder. 
ristian Instructor. 
Christian Recorder. 
Lutheran. 
BALTIMORE. 
Baltimore Baptist. 
Presbyterian Observer. 


Over 270,000 Copies 
Religious Press 
Association 
Phila 














‘(.HE RIPANS TABULES regulate the 
I stomach, liver and bo’ the 











Sick Head 
Diseases 


ach, Tired 
Torpid 





Cut this advertisement out and show 
it to your nearest druggist. If he has 
not the TABULES in stock write and 
tell us his name and address and exactly 
what he said and we will send you a 
sample bottle free. 














The 
Toledo Blade. 


Why the daily edition has the 
largest circulation of any daily 
paper in Ohio, outside of Cincin- 
nati or Cleveland : 
Because it is the largest and 
best two-cent AFTERNOON 
daily published in the United 
States. 


Daily Circulation over 14,000 
Why the weekly edition has the 
largest circulation of any weekly- 
to-a-daily in this country : 
Because it is edited especial- 
ly for circulation in every 
State and Territory of the 
Union. No other weekly 
NEWSPAPER is. 


Weekly Circulation 115,000. 


For advertising rates in either edition 


address 
THE BLADE, 
Toledo, Ohio. 








_One of the 
very best 
magazines 
for giving 
handsome 
returns to 
advertisements which ap- 
peal to ladies or the 
household. 

Over a quarter of a 
Million Paid Circulation. 
Spring Editions — will 
largely exceed this figure. 





March forms close Feb. roth. 
S. H. Moore & Co., Pub- 
lishers, 27 Park Place, New 
York, 
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THE Napoleon of weeklies 





Educational 
Wideawake 


Years of prosperity 
Original 

Read by the million 
Keen 


Lively 

Effervescing 
Daring 

Graphic 

Elevated 

Recoups advertisers 





FULL-PAGE ADVERTISEMENTS 


FOR THE 


American 
Newspaper Directory 


1892. 


Publishers of leading and influential papers 


may have a full-page, eaeenes etrestedient 
pre; from specia) design: sagmectione 
without additional charge, or 4 dedue ion of $25 
will beallowed to such a publisher who 


pares 
furnishes an electrot; copy of his own 
eee, bd use in thee book 
2 one advertisement say be assigned a 
Pest on on hand page. 
vertisement in the 
DireEc- 


The cost of a full-page ad 
next issue ot the AMERICAN NEWSPAPER 


TORY is $150. 


charge to a 12 Newspaper for advertising 
in'the’s AMERICAN NEWSPAPER DIRECTORY will be 
allowed to stand until, net by charges to 
GEO. WELL & CO’s ane BUREAU 
- ay at cash rates, 
agents’ co 


An ater from a a 2 oe influential 

publisher to insert a and carefully 
advertisement o: in fou journal is aeave 
en by the publishers 0’ e RY 

encouraging expression of interest ani 

Such orders are solicited and lo 
Without the a ents the book would be 
less than 

Address orders to 


GEO. P. ROWELL & CO., 


PUBLISHERS 
American Newspaper Directory, 
10 SPRUCE ST., NEW YORK. 











T0 


CATCH.*.*.e 
THE Ps Phe 
EYE eM 6 6 


of the reader is what most adver- 
tisers desire to accomplish. 


We prepare attractive advertise- 


ments, 


tions, deliver our customer the com- 


pleted 


of an electrotype and charge him 
in accordance with the time and 
talent devoted to his order. 


GEO. P. ROWELL & Co., 





with or without allustra- 


advertisement in the form 


NEW YORK. 
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FINENESS. 


In silver-work the best results are produced from the finest material. The 
fineness shows by comparison, in attractiveness ; and by use. 

Useful advertisements attract by being refined, smelted, worked over, with 
just enough alloy left for firmness. Unnecessary words cast out ; those best 
sujted retained ; and arranged and formed with a knowledge of the craft. 


romeouuc, —_AT)-SMITHS. 
= pi gt 
W. D. BOYCE’S LIST 


OF BIG WEEKLIES. 


400,000 Wa2is.| mE cmerco Lencen, 


THE CHICAGO LEDGER, 
THE CHICAGO WORLD. 
Apply for space to any responsible Agency, or to W. D. BOYCE, Chicago, Tit. 
RULES Any adv’t discontinued at any time at pro-rata rate. Circulation proved by P.O. oO. 


AND Receipts. Net adv’t rate, $1.60 per agate line (3 T's). a SATURDAY BLADER 
RATES, largest circulation of =o ly newspa, inthe U.8. 














[per 


ANOTHER TESTIMONIAL 


REGARDING THE VALUE OF 


‘GOLDEN DAYS” 


AS AN ADVERTISING MEDIUM. 





NATIONAL TypewriTER Company, | 


OSTON, Jan. 15, 1892. § 
Publishers of Gotven Days: 

We are using a long list of the best publicatious in the U.S. for advertising our New 
Model Hall Typewriter, and we are keeping a record of the results from such adv alpen as 
near as it is possible. We find the Go_pgn Days one of our very best mediums ; ‘ood, in 
fact, that we take pleasure in stating that we know of no publication that excels OLDEN 
Days for general advertising. The circulation appears to be general, for we are in receipt of 
letters from all parts of the U. S. and Canada. 

To say that we are well satisfied with results would not be over-estimating the value we 
place upon the splendid medium you give advertisers, who are wise enough to appreciate a 


good thing. Respectfully yours, 
NATIONAL TYPEWRITER COMPANY, 
Per James W. Harris, Advg. Mgr. 


For rates apply to 
R. A. CRAIG, Advertising Manager, 
121 Times Building, . - - NEW YORK. 
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HOME: DARER hereiiti Reams seat eee 


The Christian Avvocate, 


PIROULATiION OVER £0,000 COPIES WEEKLY. 


he Chu nade of evangelical jians on this continent. Its influence am 
wees =, of the Church in every section ro the anys f is very extensive. Its adver = 
te 


are under most careful supervision, n being siblo that is in way offensive 
fined taste or of the character of Peto thew ie is any reasonable dou! out ol 
HUNT & EATON, Publishers, 150 Fifth Ave., New York. 











The number of newspaper advertisements that appear 
In PRINTERS’ INK, and the persistence with which they 
are continued, month after month, and year after year, 
proves its exceptional value as a medium for canvassing 
advertising firms. 





THREE COLLARS 4 YEAR. 


NAVY = 


rt ——_—_—_— Unenceiled as 
en advertising medium 


FREO PERRY POWERS. 





Coe UTERO STATES SnITARY Ga2ETTE 
©. O. Box 26. 


NATIONAL THEATRE BUILDING, E Sr, eer 1yTH aw raTm 


Ashington, GC. _sany-292—99 





Messrs Geo P. Rowell & Co 
10 Spruce St. 
New York. N.Y. 
Gentlemen: 
T received Such good results from my advertisement ‘tn 
“Printers Ink* chat I think I_snould write you about it. 
When we decided to sell the machinery last fall I took 
@ trip to Philadelphia and New York,seeing every second hand mac- 
hinery dealer tn both cities. Not one would make any thing like a 
fair offer.I then decided to advertise it.After two weeks insertia 
of the enclosed I sold a1) the machinery and at a price that was 
exaculy three times as much as [ was offered by dealers. 
I highly commend “Printers Ink* to publishers who de- 
sire wo dispose of enything in tnis. Jine for envthing like-a gond 


price. 


very truly yours, 


AK 


‘ 


pie 











MMMM OHOAddsZrCeeE a Ss 


das 
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PRINTING INKS! 


in exchange for 


ADVERTISING SPACE. 


PRICE LIST. 














BLACK. 
Blue Black...... 
HAND PRESS. PER LB. | Oriental Blue... 
Extra Fine Wood Cut... $5.00 | Peacock Blue..... 
Fine Wood Cut.... -. 400] Primrose Y 
Fine Lemon Yellow. 








Wood C 3.00 | Med: 
Eertel Wood Cut...... 2.50 | Brilliant O: Yellow. 
jal Wood Cut........ 2.0 | Fine Orange Yellow— 


Ordi ood Cut. : 75 ange 
nary W Ut..... . Ww. 
y Medium Orange Yeiioy 


Fair Wood Cut........... d Flesh Ochre............. é 
hows ink Highest Grade) Ie Sony Ly ~-Albeenen 1.50 
nal Cut, 130 | Persian Orange.......... 20] COPYING INKS. 
< Put up in \, and 1 Ib. glass 
: 3 REDS. " a . 
40 
.3 | Carminated......... éeec0 
Fine Vermilion epecoesece 
Extra Job.........t0,-+++ 2.00 Sey Vermilion..... 
Extra, Hard Finish Job.. .75 | Crimson Lake........... > 2.50 


gag comey Job.... 1.00 | Deep ‘Orimaon Lake— 
-- 800 prmeness.. 
Bice 


Deep Rose 
GLOSS BLACK. Scarlet Lake.. 

























Cherry Red...... 8.00 
Fine Railroad Red....... 3.00 BROWNS. 
Extra Fine Gloss Job.. rege. 00 CaPGiMel o.ccccccccccccese 8.00 PER LB. 
Fine Gloss Job, quick Fine Cardinal............ 10.00) Permanent Brown...... $2.00 
dryer i Fine Brown Lake........ 3.00 
= extra “quick “dryer.. 2s is ed ‘French w to 20.00 Fine Dark Brown........ 1.50 
Pcvccccscsevesee ay | Bu covccccece Fine ht Brown....... 1.50 
Label Ink............++» +» 150} Extra Fine Red. 2.00 tient 
p 
DIAGRAM INK..$1.00 & $2.00 | Rose Red........ 
Scarlet (Bronze) Bet.. . Fine Main + 2.00 
COLORED INKS. Label Ly 00 | Fine Raw Sienna - 1.50 
Playing Card Red ....: 1.00 | Fine Burnt Sienna........ 1.50 
PER LB. | TINTS—All Shades.. 81,00 & M cccsos. ae 
Fine Green Black........ $2.00 $1.50. 8.00 
Green Dececcccccccvcce 3.00 
Emerald Green.......... 250; POSTER COLORS. 
French Green— 
Dark.... 
Medi Fine peget.. 
Light.... Royal.. 
Extra Fine Bronze Blue. Violet..... 
Fine Bronze Blue... .... 2.00 Magenta............ > 
Fine Dark Blue Milori.. Bronze Vaotes 
Fine Light Blue... .....- -. eb ercegsseseos 
Pale Bime®.....ccccccccesee 1 range Yellow... ....... 60 | Mauve...... .......sseeeee 
Fine Ultramarine Blue.. 1.50} Ordinary Yellow ecocses 40 eae Purple...... 2.00 
Ultramarine Blue........ 1.00 | Light Brown............. Ai 
WHITE INKS. er SIZE. 


FER 130 | Fine Whi Extra Fine Gold. Fine Gold Size > ea 
Fine Magnesia.. $1.50 | Fine Ss rmrg00 Bise.. » $1.30 * 1.00 


BRONZE pownmiin 
Finest quality of Gold, Silver, PER LB. 
PER LB. Copper and er Bronzes, at 
eves $1.50 Fine White...... PmgiL00 peices ranging from.........+++ $2.00 to $6.00 
Special Ink Manufactured When Required. 


SILVER SIZE. 
Extra pane 
White.. 





per publishers wishing to contract for a regular supply of 
NEWS oe INE i INKS, and pay for the same, wholly or in 
bn in ADVERTISING SPACE, are invited to address 


DANIEL F. BARRY, Manager 
W. D. WILSON PRINTING INK CO., Limited, 
140 William St., New York. 


Let us know what you want and we'll tell you what we can do, 


















i 
| 
/ 
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Miscellanies. 


A LITERARY TYPE. 

He sat in a garret and chewed on his pen ; 

He looked at the ceiling and eyed it again ; 

And he wailed in a voice that was piteous, 
“* What 

In the name of my muse will I do for a plot? 


‘* Must I sit here and starve? No; my bread 
shall be earned. 

I'll write on without—if I don't Ill be 
durned!” 

So, meetees, he plodded ; the words scattered 
rife, 

tnd straightway he made the great hit of his 
life.—Philander C. Johnson, in Judge. 


The actress’s great struggie is to re- 
concile her advertised youthfulness with the 
experienced perfections of her art.—Puck. 


About the only man who really 
profits by the New Year’s resolution is the 
newspaper humorist.— Yonkers Statesman. 


Boston’s Four Hundred.—‘ Pene- 
lope, dear,” said Mr. Funnie, ‘“‘have you 
made up your list for the reception cards?”’ 

“No, Shetley—I haven’t had time. It 
won’t be much trouble, though. I’ve written 
to Mr. Scudder and asked for the subscription 
list of the A tlantic.—Puck. 

An Unlucky Experiment.—Smith : 
Did you reply to one of those personal ad- 
vertisements ? 

rown—Yes, I once answered one from a 
= ady who pined for congenial companion- 
ship.” 

Smith—With what result ? 
Brown—She turned out to be Mrs, Brown.— 
Brooklyn Life. 


Not Much to Fear.—Foreman : Here 
are two sermons, one delivered at St. Fashion 
Church and the other at the St. Avnoo 
Church. We've got ’em mixed and can't tell 
which is which, 

Editor (busily)—Leave off the texts and 
put ’em in either way. Neither of the con- 

egations will know the difference.—-Brook- 
lyn Life. 4 

Not Up to the Reeeirowmentn,<- Coy 
Editor (sternly) : What do = mean by head- 
ing this item, ‘A Slight Mishap on the 23d 
Street Line ?”’ 

Assistant—Why, the man wasn’t hurt ; the 
car merely ran over his wooden leg. 

City Editor—Never mind, sir; head it, 
“Under the Juggernaut’s Wheels.” I’m 
afraid you'll never do for the newspaper busi- 
ness.— Puck. 

Not a Professional.—Youthful Hu- 
morist—I have a, number of little—er—witti- 
cisms ‘which I would like to submit. 

Editor Weekly Junk (suspiciously)—Any 
mother-in-law jokes ? 

“* No, indeed.” 

“ Stove-pipe jokes?” 

“ Not one.” 

“ Plumber jokes ?”’ 

** No, sir.” 

‘* Boarding-house jokes?” 

** No, sir.” 

“ Church festival oyster jokes?” 
** No, sir.” 

sal | thought not. Your matter won't do. 
We don’t want any amateur stuff here.’’— 
Puck, 
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. Betta you Spencer’s Essay on 
tyle? 

e—No; but we have Demorest's, the 
Ladies’ Journal, and many others in the 
same line.— Brooklyn Life. 


In the ‘‘ Gift Enterprise” Office. — 
Stranger: Who is that blustering man who is 
ordering ev@rybody about? 

Clerk (trembling)—That is the business 
manager. 

Stranger—And who is that meek little man 
sneaking up the stairs? 

Clerk (loftily—-Him? Why that’s only the 
editor-in-chief.—Brooklyn Eagle. 


Good Advice.—Actress: I've eloped, 
had my diamonds stolen, had one hundred 
thousand dollars left me by a relative, secured 
a divorce, played in several popular pieces, 
and yet I am not famous. What can 1 do to 
become popular ? 

F Mend Recive from the stage.—/udge. 


A Literary Note.—Publisher : Hello, 
old man! I haven’t met you in years; in 
fact, not since we left school, How have you 
been getting along? 

Visitor—I have made a cool million out of 
leaf lard, 

Publisher—Gee Whillikins! and I hadn't 
heard of it. Say, can't I induce you to write 
an article for my magazine on ** The Intel- 
— Decadence of Modern Europe ?”— 
Puck. 


OVERHEARD AT THE AUTHORS’ CLUB, 
Revealing An Identity. 

‘*Who is that pale-looking man over there 
with the eye-glasses on ?”’ asked the visitor. 

“* He’s Nora June Bibbey,”’ was the answer. 

A Blow, 

Dowell’s—Hello, Djames! You look blue 
to-night. 

Djames—I am. Some damned critic has dis- 
covered a plot in my last book. 

A Sacrifice To Art. 

Pepperby— Mawson, how can you eat lobster 
and cream? It’s suicide. 

Mawson—I know it is, Pep; but I can’t help 
it. I’ve gota heroin my novel that. does the 
same thing, and I’ve got to know just what the 
sensations are. 

In The Library. 

Scribe—Young Blotter Penn seems very 
much interested in something. Hi, Blotter, 
what are you reading? 

Blotter (confused)—I was looking—er—I was 
only looking through my last book to see if 
there are any typographical errors in it. 

Full Of Work. 

“* How are you, Parkinton—busy as ever?” 

“Yes. I’ve got a heavy controversy on 
hand.” 

‘* What's the subject ?”’ 

“*Is Marriage a Failure ?” 

** Which side do you take?” 

“ Negative for the Bazoo, and affirmative for 
the Critic.” 

A Study in Heads. 

“* Who is that insignificant slant-headed lit- 
tle duffer there, talking with the man with the 
leonine head?” 

“‘ He’s Backyard Stripling, the famous story- 
teller. The man with the fine head is Jingle- 
berry, author of ‘ Forty Ways of Preparing 
oo Batter,”"—Carlyle Smith, in 

uck, 
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